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The Scranton Advertising Club 
has offered a subscription to ADVER- 
TISING AGE as an attendance prize. 
Look out, there, boys, don’t let any- 
one get hurt in the rush! 


* * * 


Movie stars may continue to sign 
testimonials, it is reported. This 
assures the testimonial industry con- 
tinuing to operate on a mass-produc- 
tion basis. 

* * * 

The Cleveland Advertising Club is 
training a lot of new public speakers. 
Maybe there has been a shortage of 
plain and fancy orators lately, but 
I hadn’t noticed it. 


* * * 


Edgar Kobak wonders why so 
many publishers who sell advertising 
are so hesitant about buying any. 
They may be like the bootlegger who 
refuses to sample his own stuff. 


* * * 


“McGraw-Hill vice-president to 
describe how seller can aid buyer 
Thursday.” 

But how about helping him out on 
Wednesday and Friday? 


* * #* 


Hart Schaffner & Marx announced 
their new campaign as a “major 
operation on the clothing industry.” 
Naturally, prices had to be cut to 
the bone. 


* * * 


Someone said that the Sphinx Club 
dinner at the new Waldorf last week 
was the 200th anniversary affair. 
Some of the Sphinx Club veterans 
have been around quite a while, but 
not that long. 


* * * 


Seven publishing and advertising 
associations will meet in Chicago 
during A. B. C. week. If there are 
any problems left unsolved after 
they get through, it won’t be for lack 
of conversation. 


* * * 


Some of McClelland Barclay’s 
pretty girls are said to wear short 
skirts when the fashions call for 
long ones. This is very sad, of 
course, but considering the result, it 
might be a lot worse. 


* * * 


It will cost more hereafter to write 
to Antigua, Monserrat, Aruba, St. 
Eustatius and a lot of other places 
you and I never heard of. The prin- 
cipal sufferers probably will be the 
sailors. 


* * * 


They say that the services of the 
new national credit corporation will 
not be required to operate on frozen 
credits in the electric refrigeration 
industry. 

* * oe 


Gabby Street feels as good about 
Pepper Martin as an agency man 
who suddenly discovers that he has 
a real copy-writer concealed about 
the premises. 


* * * 


The direct-mail convention speak- 
ers at Buffalo refused to be intimi- 
dated by Niagara Falls. 


* * * 


Only ten agencies were in compe- 
tition for the account of the Florists’ 
Telegraph Delivery Association. 
Business must be picking up. 


Copy Cus. 


HEINZ SHOWING 
RETAILERS HOW 
TO ADVERTISE 


Company Gets Preferred Treat- 
ment in Exchange 


Pittsburgh, Pa., Oct. 8—The H. 
J. Heinz Company is offering inde- 
pendent grocers direct mail cam- 
paigns, consisting of one mailing a 
month for 12 months, in return for 
their co-operation in promoting its 
products and placing Heinz recipes 
in consumers’ homes. 

The offer is limited to one dealer 
in each neighborhood or small town, 
preference being given to the dealer 
already making a specialty of Heinz 
goods. 

A typical deal consisted of 12 
mailings to a list of 350, with an 
equal number of recipe files. The 
cost to the dealer was $18. By plac- 
ing an order for $54 worth of speci- 
fied items, however, he cut his cost 
to $12. This amount is far less than 
the cost of postage alone, which if 
the entire list is circularized each 
time, would amount to $63. 

The mailing pieces are doubled 
triple folders, printed in four colors 
and unfolding to note paper size. 
The face shows the dealer’s phone 
number with the suggestion that the 
day’s groceries be ordered conveni- 
ently by telephone. 

The first fold bears a mimeo- 
graphed letter, signed by the dealer, 
calling attention to the file waiting 
at the dealer’s store. Its assortment 
of 30 recipe cards is described. 

The spread is devoted exclusively 
to Heinz tomato juice, and the sec- 
ond fold furnishes the housewife 
with a classified list of grocery 
staples which she can use to refresh 
her memory when placing the day’s 
grocery order. _ 


How Plan Is Handled 


With the mail piece is enclosed 
one of the recipe cards. The com- 
pany suggests that dealers check off 
on the direct mail list the name of 
each customer calling for the recipe 
file. Then, at monthly intervals, he 
will address additional mailings to 
those who have not responded. 

The recipe file is made of leather- 
ette covered cardboard, and bears 
the name and address of the grocer 
as well as the donor’s. It holds ap- 
proximately 200 three-by-five cards. 
The 30 cards furnished with the file 
are in six colors, different for each 
food group. 

This is the size of recipe card 
favored by other food advertisers, 
and the circular letters tell the 
housewife that the file makes a con- 
venient receptacle for her collection. 

The recipes call for Heinz prod- 
ucts and a footnote on each card 
reads: 

“This recipe has been tested using 
Heinz products. The use of other 
products may affect the outcome of 
the recipe.” 

The dealer must make up his list 
unaided. The direct mail matter is 
delivered to the dealer to post after 
he has checked the addresses against 
his list. 

An alternative offer, which is 
presented to the second best dealer, 
after the preferred dealer makes his 
choice, consists of a cash rebate for 
the use of window space. 


Go After B 


usiness 


As If You Want It, 


Direct Mail Creed 


Buffalo, N. Y., Oct. 9—With every 
speaker expressing the conviction 
that good merchandise backed by in- 
telligent, forceful advertising is still 
an open sesame to the purses of the 
people, the 14th annual convention 
of the Direct Mail Advertising Asso- 
ciation closed here today. About 
800 attended. 

Ben J. Sweetland, of Sweetland 
Advertising, New York, was elected 
president, succeeding William A. 
Biddle, of Cincinnati, who has served 
two terms. 

Vice-presidents are C. S. Watson, 
Canadian Goodyear Tire & Rubber 
Co., and C. A. Bethge, Chicago Mail 
Order House, Chicago. 

Leonard Raymond, of Boston, was 
elected a director. Frank L. Pierce, 
of Detroit, continues as secretary- 
treasurer. 

In his opening address, Mr. Biddle 
quoted statistics to prove that ad- 
vertisers who maintained or in- 
creased appropriations in 1931 ap- 
proximated the volume of other 
years, while those who cut down lost 
about 15 per cent. 


Pleads for Courage 


Homer J. Buckley, chairman of 
the board, Buckley, Dement & Co., 
Chicago, also made a plea for more 
courage. He said a billion dollars is 
hidden in the “coffee pots” of the 
country, constituting the greatest 
challenge advertising and salesman- 
ship have ever been offered. 

“The depression can be worked 
away, but not wished away,” he 
asserted. 

A. R. MacFarland, advertising 
manager of the United Autographic 
Register Co., Chicago, charged that 
of 231 national advertisers offering 
booklets and samples, 17 ignored in- 


NEW PRESIDENT 


Ben J]. Sweetland 


quiries, and only 19 answered them 
promptly. 

Billy B. Van, noted comedian, said 
he has a clock in his factory which 
is never allowed to run. The hands 
always indicate 8 o’clock. It’s some- 
thing like that throughout the 
country now, he suggested. No one 
has the courage to wind up the busi- 
ness clock. 

There was some criticism of the 
arrangements for the convention. 
The main sessions were held in an 
armory some distance from the hotel 
and the acoustics left something to 
be desired. 


Last Minute News Flashes 


Advertisers Make Plans for 193?; 


Three Name New Agencies for Jan. 1 


That advertisers are preparing to put up an aggressive fight for 1932 
business was indicated by the appointment of three new agencies for 


January 1. 


The Chicago office of Batten, Barton, Durstine & Osborn will take the 
Wahl-Eversharp account on that date; McCann-Erickson, Inc., New York, 
will handle Forhan’s toothpaste advertising and Young & Rubicam will 
have Thompson’s Malted Milk, a Borden product. 


Sears, Roebuck Now 
Chicago, Oct. 9.—A new trend in 


Have Three Agencies 
merchandising was illustrated by the 


appointment of the Gundlach Advertising Co. as the third agency of 
Sears, Roebuck & Co. Gundlach will neither write nor place copy. The 
mail order house is invading Chicago’s loop with a new department store. 


Says “Their Hands Shall Not Be Idle” 


New York, Oct. 9—With the slogan, “Their hands shall not be idle,” 
Hardman, Peck & Co. offered pianos at production cost in order that all 


employes may be retained. 


“Billy” Card Leaves Walk-Over Shoe 


Brockton, Mass., Oct. 9.—After 25 years’ service, William T. Card has 
resigned as advertising and sales director of the George E. Keith Co., and 


may open his own agency. 


Viskniskki New Business Manager for “News” 


Chicago, Oct. 9—Col. Guy T. Viskniskki has been appointed business 
manager of the “Chicago Daily News,” succeeding James N. Shryock, who 


becomes circulation manager. 


MUCH CURRENT 
COPY UNSOUND, 
EXPERT AVERS 


Psychologist Discusses Adver- 
tising Appeals 


New York, Oct. 8—A great deal 
of current advertising is completely 
at variance with sound practice, ac- 
cording to “The Psychology of Ad- 
vertising.” This book, originally 
written ten years ago by Walter Dill 
Scott, president of Northwestern 
University, Chicago, has been com- 
pletely revised by D. T. Howard, 
professor of psychology at that in- 
stitution, and re-published by Dodd, 
Mead & Co. ° 

A large number of illustrations 
visualize some of the points devel- 
oped by the co-authors. 

Among the reproductions are an 
advertisement of Luden’s cough 
drops carrying the caption, “I hate 
him—he coughed me into a cold.” 

Another shows a young woman 
afflicted with a large assortment of 
freckles, which, the reader is as- 
sured, may be deleted by Stillman’s 
Freckle cream. 


Bad “Feeling Tone” 


The freckled lady, according to 
“The Psychology of Advertising,” 
creates a bad “feeling tone.” 

“The reader may have a certain 

repulsion toward the exaggeration 
of this vivacious young lady’s dis- 
figurement,” it continues. “The re- 
action thus aroused may be carried 
over into the product itself, the 
tendency being to turn away from it 
and the unpleasant thoughts it sug- 
gests. 
“In the case of remedial remedies, 
it seems best to emphasize the cure 
rather than the affliction. The nega- 
tive, depressing element in the ad- 
vertisement would better be dis- 
placed by something that suggests 
relief—that bids the afflicted have 
hope. 

“An attractive young lady who 
is obviously happy because she is 
cured will make us believe more 
strongly in the medicine than one 
who still has pimples in their most 
virulent form.” 

As for the Luden’s copy, “many 
readers will be offended by the sight 
of a man coughing into a woman’s 
face, or a telephone operator cough- 
ing into a transmitter. Realism can 
be carried too far.” 

Even the beautiful Packard copy 
which has given many blasé adver- 
tising men a pause of appreciation 
fails to win the approval of Dr. How- 
ard. He admits it is a work of art, 
but believes it is defective because 
it fails to tell the reader where it 
may be bought, the points in which 
it excels competing cars or give rea- 
sons why action should be taken at 
once to secure further information 
or buy. 

“A few changes in the copy would 
undoubtedly increase the sales effi- 
ciency of the advertisement,” com- 
ments Dr. Howard. “Something is 
lost that need not be lost.” 


Virtue of Command 


The author likes copy that com- 
mands because “there is a strong 
tendency in all of us to obey.” He 
believes that the command should be 
unobtrusive, however, preferring 
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ADVERTISING AGE 


October 10, 1931 


“Let the Gold Dust twins do your 
work,” to the bald, “Use Pears’ 
Soap,” the former implying a rea- 
son for obedience. This principle is 
well known, he pointed out, one is- 
sue of Good Housekeeping eontain- 
ing 32 examples of its use. 

Dr. Howard likes coupons because 
“an advertisement which leads the 
reader to clip a coupon or write a 
postal card has an incomparably 
greater chance of being remembered 
than that of other advertisements. 
Many people are ‘motor minded’ and 
action of this kind helps fix the 
product in the reader’s memory.” 

Returning to a discussion of copy, 
Dr. Howard points out that this 
itself should never be interesting: 
“It should make the advertised ar- 
ticle interesting!” 

He likes the mystery headline. 
“Bring the World’s Knowledge into 
Your Home,” “Does Your Memory 
Need Mending?” and “Give Your 
Floors the Stamp of Style” are good 
standard headlines, he says, but two 
others in the same issue of Liberty 
he regards as much better. They 
are: 

“Coming Events Cast Their 
Shadows Before,” and “Dull Dawn.” 
Both pique the reader’s curiosity 
and insure a further perusal of the 
text. If this appeals to real, rather 
than superficial interests, the ad- 
vertisement is sound. 

The gentleman who trips through 
the pages of magazines and news- 
papers singing over the ease with 
which his Eveready hews the hair 
from his countenance does not im- 
press the good doctor, who remarks, 
“it is not clear to me that he is 
singing at his shave because he is 
using these blades. The attempt to 
excite my curiosity leads to a fail- 
ure to impress me with the prod- 
uct.” 


Value of Consistency 


The value of consistent advertis- 
ing is summed up thus: 

“The advertiser cannot expect the 
reader voluntarily to repeat over 
and over the name of his product or 
his sales talk. The reader will not 
set out to memorize by the method 
of ‘brute repetition.’ 

“But time after time, without be- 


The professor frowns 
on this copy. 


ing aware that I was repeating, I 
have read advertisements of Ivory 
Soap or Premium Ham and Bacon. 
In the magazine, in the store, in 
the newspapers, these names have 
appeared over and over, until they 
have become familiar and unforget- 
table.” 

The writer adds: “Repetition has 
a cumulative effect. If three spaced 
readings of an advertisement will 
cause 300 people to remember it, ten 
readings will cause 2,000 or more 
to remember it.” 

As for the flood of competitive ad- 
vertising which has been in evidence 
recently, he says: 

“The advertiser may adopt as a 
general rule the principle that 
pleasant feelings should be aroused 
by an advertisement, and unpleas- 
ant feelings avoided. Only under 
the most exceptional conditions 
should anything be permitted in ad- 
vertising that would suggest or in- 
duce an unpleasant feeling-tone. 

“It is this principle that leads ad- 
vertisers to avoid negative copy. 
It is not good practice to suggest 


Calkins Sees 
Depression As 
Advertising Aid 


New York, Oct. 8—The depres- 
sion will prove of service to future 
advertising, Earnest Elmo Calkins, 
who recently retired as president of 
Calkins & Holden, said at Lakeville, 
Conn., in an interview with the 
New York Tribune. 

“Depression,” Mr. Calkins said, 
“will squeeze out the bunk,’ misuse, 
vanity, gallery play and other ex- 
travagances, and bring it closer to 
the deadline of direct and actual re- 
sults. 

“Business is getting more critical 
of the kind of advertising it buys, 
of the claims of mediums, and will 
insist more on a basis of fact, of 
tests, of proved results. Advertising 
has by no means seen its zenith, nor 
done its best work. It will be more 
scientific in the future; it will un- 
dertake bigger jobs of selling.” 
Mr. Calkins declared it would be 
possible for the Farm Board to sell 
off all surplus of wheat and create 
a steady market if it would employ 
advertising. 


that other goods are shéddy, these 
sound; that other food is disagree- 


able, this agreeable; that other 
proposit’»ns are dishonest, this 
honest. 


“When feeling-tone of an unfa- 
vorable sort be induced in the 
reader, the principle of fusion will 
apply, and the unfavorable atmos- 
phere spread over the product or 
proposition one is trying to sell.” 


Made a Periodical 


Short Hauls, official publication of 
the Circus Saints and Sinners Club, 
heretofore published from time to 
time, will henceforth be published 
monthly. 

Chalmers Pancoast, of Darius 
Benham, Inc., is editor. Tax Cum- 
mings, account executive of Batten, 
Barton, Durstine & Osborn, Inc., is 
an associate editor. Offices are at 
ee Motors Building, New 

ork. 


Made Vice-Presidents 


print." 
important events. 


of these things — not simply 


Interpretation 
THEN Action 


In the daily paper is ‘‘all the news that's fit 


to 
News weeklies sift the wheat from the chaff. 
They give a quick summary of last week's 


Certain types of mind must know the meaning 
the news 


// 


yesterday or last week, but the great devel- 
opments and trends. In the monthly maga- 
zines of The Quality Unit, editors and writers 
interpret what the newspapers have recorded 
and the news weeklies have sifted. 


Circulation is sifted. vas of mg in Re 
wspa —two or three million in the 
cn ina few hundred thousand 
in all the magazines of interpretation. 
Emphasis shifts from volume to quality. 


One magazine of The Quality Unit identi- 
fied every subscriber in four important 
cities. It found 94.9 per cent of the com- 
bined bank resources covered by a major 
officer or director, and the biggest businesses 
similarly blanketed. Another identified 
every subscriber in three cities and found 
58.5 per cent in executive positions. The 
third found 67 per cent of its readers living 
in trading areas of cities of 100,000 popula- 
tion or more, and identified them with the 
most important business and professional life 
from Coast to Coast. 


Magazines on which such readers rely for 
interpretation of world affairs are essential 
quality publications. The minds of readers 
are open to the advertiser's own interpretive 
copy. Action, based on executive leader- 
ship, money and leisure, is stepped up. 


/ 
# 
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The Quality Unit 


FORUM e REVIEW OF REVIEWS e WORLD'S WORK 


OVER 350,000 CLASS CIRCULATION 


of Akron Agency 
Charles C. Mercer, for several 
years marketing counselor for the 
McGraw-Hill Publishing Company, 
and Leo J. Francis, Cleveland ac- 
count executive, have been elected 
vice-presidents of Clark, McDaniel, 
Fisher & Spelman, Inc., Akron, O. 
E. M. Spelman has been made 
meee manager of the Cleveland 
office. 


Capper Men Promoted 

Maurice L. Crowther has been ap- 
pointed advertising manager of The 
Household Magazine, Topeka, suc- 
ceeding W. L. Davidson, resigned. 

N. H. McCormack will fill Mr. 
Crowther’s former post as advertis- 
ing manager of Capper’s Farmer. 
Both will be stationed in New York. 


Paper Pays Carfare 

To stimulate morning shopping, 
the San Francisco News published 
a coupon good for one inbound car 
ride between 9:30 a. m. and 11:45 
a. m. in its issue of September 30. 
The cost of the transportation was 
shared by the street railway com- 
pany and the newspaper. 


“Building Supply News” 
To Pay Commission 

Building Supply News, Chicago, 
has announced it will pay an agency 
commission of 15 per cent, effective 
Nov. 1. 

The announcement said most of 
the advertising received by the paper 
comes from agencies. 


Coffey With New Paper 

Bert C. Coffey has replaced N. M. 
Strebel as Western representative 
of Housewares Merchandising, the 
new publication which the Haire 
Publishing Company is launching 
this month. 


Will Run Orange Copy 


Orange growers in Plaquemines 
parish, Louisiana, have organized 
for an advertising campaign. They 
will contribute a cent a box to the 


appropriation. 


GOLFER-PUBLISHER 


H.S. Irving, new president of 
the Western Advertising Golf- 
ers’ Association. 


GOLFERS ELECT 
IRVING IN LAST 
MEET OF YEAR 


Chicago, Oct. 8—The_ regular 
ticket swept to victory at the annual 
meeting of the Western Advertising 
Golfers’ Association Tuesday, the 
members’ ticket being unable to do 
more than preserve the tradition 
that the former must have opposi- 
tion. 

H. S. Irving, of the Irving-Cloud 
Publishing Co., viewed proceedings 
with equanimity, heading both tick- 
ets. Others on the regular ticket 
were: 

First vice-president, E. R. Goble, 
Stack-Goble Advertising Agency; 
2nd vice-president, Hiram G. Schu- 
ster, Chicago Daily News; secretary, 
H. Eldredge Cole, Crowell Publish- 
ing Co.; treasurer, Samuel R. Pen- 
field, Curtis Publishing Co. 

Directors: C. D. Freeman, Popu- 
lar Science Monthly; George H. 
Hartman, J. L. Sugden Advertising 
Co.; H. K. Clark, New York Sun; 
R. W. Richardson, Liberty; Layton 
L. Northrup, McCall Co.; G. R. 
Cain, Swift & Co.; C. B. Goes, Jr., 
Goes Lithographing Co.; John Pe- 
trie, John M. Branham Co.; Lloyd 
R. Maxwell, Williams & Cunnyng- 
ham. 


Lots of Excitement 


Mr. Goble was host at the final 
tournament of the season at Bev- 
erly, featured by a hole in one by 
Mr. Goes on the 12th hole, 110 yards, 
where many aspirants to national 
amateur honors met their Waterloo 
a few weeks back. Mr. Goes received 
a special prize. Linn T. Piper, of the 
Dunham, Younggreen, Lesan Co., 
was going along nicely until the 
seventh, where he took 12 shots to 
escape a trap. 

The winners: first low gross, 27 
holes, Mr. Hartman, 123; H. W. 
Markward, True Story, second, 130. 

First low net, John J. Finlay, 
Aubrey & Moore, 147-33-114; sec- 
ond, Clifford S. Ensinger, The New 
Yorker, 139-24-115. 

First gross foursome, Charles H. 
Shattuck, Macfadden Publications; 
Jerome T. Seehoff, Heath-Seehoff, 
Inc.; Donald G. Heinly, McGraw- 
Hill Publishing Co., and Ogden 
Brown, Blanchard, Nichols, Cole- 
man & Johnston, 548; second, J. W. 
Barton, O’Cedar Corp.; W. D. Wash- 
burn, Doubleday, Doran & Co.; and 
Messrs Piper and Markward, 551. 

First net foursome, Messrs. Goble, 
Schuster, Goes and Cain, 484; sec- 
ond, W. Ogden Coleman, American 
Flyer Mfg. Co.; John L. Sugden, J. 
L. Sugden Advertising Co.; and 
Messrs. Hartman and Cole, 485. 

Mr. Seehoff won the putting prize, 
with 46 for 27 holes. 


To Publish Bi-Monthly 

The Indiana Farmers Guide, Hunt- 
ington, Ind., will henceforth publish 
bi-monthly instead of weekly. 


‘Tribune’ Cook 
School Will 
Offer Samples 


Chicago, Oct. 8—Something new 
in newspaper cooking schools is 
promised in connection with the an- 
nouncement of the Chicago Tribune 
that it will conduct a _ city-wide 
series of demonstrations in a school 
of cookery which will be presented 
in 16 sessions from Nov. 3 to Nov. 
24. 

Because the school will be pre- 
sented at the Trianon ballroom on 
the south side, the Aragon ballroom 
on the north side, Guyon’s Paradise 
ball room on the west side and finally 
at the Coliseum, attendance will 
probably smash all records for an 
event of this kind. The predicted 
total is 100,000. 

While the school will be conducted 
by Miss Mary Meade, Tribune cook- 
ing editor, the cooking “clinics” will 
be staged by Miss Ida M. Chitwood, 
nationally famous for her cooking 
school. 

Arrangements are being made to 
enable manufacturers of food prod- 
ucts to distribute samples at all of 
the sessions. These will consist of 
two hours of cooking demonstra- 
tions and lectures and half an hour 
of high-class entertainment. At- 
tendance will also be stimulated by 
prizes offered by the Tribune. 

The dates for the Trianon presen- 
tation are Nov. 3-6, inclusive; the 
Aragon, Nov. 10-13, inclusive; the 
Paradise, Nov. 17-20, inclusive, and 
the Coliseum, Nov. 23 and 24. 


Another Day 
Save for a Home Day will be 
sponsored by the National Associa- 
tion of Real Estate Boards, Chicago, 
which designates December 1. 


Lyman Joins Goodwin 

Richard C. Lyman, formerly in 
the export department of the East- 
man Kodak Company, has joined the 
_ Ay Goodwin Agency, Rochester, 


To Advertisers and Station 
Managers — 


AMONG 
OUR CLIENTS 
OF 
DISTINCTION! 


Larus & Brother Co., Inc. 

Edgeworth Tobacco 
Richmond, Va. 

St. Louis Post-Dispatch 
St. Louis, Mo. 

National Battery Broadcasting Co. 
St. Paul, Minn. 

Fort Worth Star-Telegram 
Forth Worth, Texas 

Alberta Pacific Grain Co., Ltd. 
Calgary, Alta., Canada 

Worcester Telegram and Gazette 
Worcester, Mass. 

Cubbison Cracker Co., Inc. 
Los Angeles, Calif. 

O'Dea Temple of Music 
Paterson, N. J. 

The Honolulu Advertiser 
Honolulu, Hawaii 

Southern Equipment Co. 
San Antonio, Texas 

La Presse 
Montreal, Canada 

Maine Broadcasting Co., Inc. 
Bangor, Maine 

American Broadcasting Company 
Washington, D. C 


We have the answer to your 

transcription program problem 

—write, phone or wire for our 
Special Proposition—today! 


RADIO TRANSCRIPTIONS 

INCORPORATED 

GENERAL MOTORS BUILDING 

BROADWAY AT 57TH STREET 
NEW YORK CITY 


H. EMERSON YORKE 
President 


RUDY WIEDOEFT 
Sec’y & Treas. 
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October 10, 1931 


ADVERTISING AGE 


——— 


TO ‘SELL’ COPY 
IN NEWSPAPERS 
THROUGH RADIO 


“Standard” Red Crown in Big 
Fall Drive 


Chicago, Oct. 9—The most inten- 
sive campaign in the history of the 
Standard Oil Company of Indiana 
was launched today and will run 
until Dee. 15, introducing “Stand- 
ard” Red Crown gasoline. This is 
the company’s highest priced line, 
with the exception of its Ethyl. 

Following a series of teaser ad- 
vertisements, the campaign will de- 
velop its full strength Oct. 15, with 
big space in 1,462 newspapers in the 
13 north central states in which 
Standard of Indiana operates. These 
newspapers have a circulation of 
12,571,677 in a territory operating 
8,371,750 cars and trucks. 

The newspaper copy will be sup- 
plemented by national magazines, 
class publications and trade papers. 
Radio broadcasts will be tied up 
with big Middle West football games 
from WGN, Chicago, 31 other sta- 
tions being used for brief twice-a- 
day announcements. 

This radio advertising will be 
used primarily to invite attention to 
the more extensive newspaper copy. 
Outdoor advertising, direct mail, 
motion pictures and practically all 
other forms of advertising will be 
utilized. 

The number of newspapers in 
each state carrying the campaign 
are: 

Colorado, 41; Illinois, 228; Indi- 
ana, 177; Iowa, 191; Kansas, 106; 
Michigan, 141; Minnesota, 146; Mis- 
souri, 180; Montana, 12; North 
Dakota, 26; South Dakota, 42; Wis- 
consin, 146; Wyoming, 26. 


Aim at Women 


Special efforts will be made to sell 
women on Standard Red Crown, on 
the theory that their influence ex- 
tends to the purchase of gasoline as 
well as of more intimate household 
articles. Women will be told why 
Red Crown is a “gasoline for a 
lady.” 

While the concentration will be on 
gasoline advertising, to which the 
company has devoted little of its 
funds previously this year, the ex- 
tensive campaign on motor oils 
which has been in progress since 
last March will also be rounded out. 
In 130 of the leading newspapers of 
the territory the story of the “white 
fleet”? of cars with which the com- 
pany’s motor oils were tested this 
year will be completed, beginning 
Oct. 18. 

A feature of the motor oil adver- 
tising will be use of color and roto- 
gravure. Eleven newspapers will be 
used for this purpose. 

“Proved” is to be the catchword 
of the campaign, and the advertising 
will tell how the oils were proved in 
the 120,000-mile continuous driving 
test on the Indianapolis speedway, 
in the 280-000-mile road tour of the 
summer, which caused the cars to 
be seen by thousands in 450 towns 
and cities, and have now finally been 
proved for winter driving in a series 
of tests in cold rooms at automobile 
plants. 

The gasoline advertising is being 
placed through the Stack-Goble Ad- 
vertising Agency, the motor oil ad- 
vertising through McCann-Erickson, 
Inec., and the direct-mail campaign 
is in the hands of the Dosch-Kircher 
Company. 


Hager in New York 


Kolin Hager, vice-president of the 
Buffalo Broadcasting Corp., has gone 
to New York City as national rep- 
resentative. 


New Food Journal 
The first issue of the New Orleans 
Retail Meat and Food Dealers Mar- 
ketgram, a monthly, has_ been 
printed. 


U.S. TAKES HAND IN FOOD GAME 
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Hausen Is New 
President of 
Letter Group 


Buffalo, N. Y., Oct. 8—The Mail 
Advertising Service Association pro- 
vided a prelude to the annual meet- 
ing of the Direct Mail Advertising 
Association with its own three-day 
annual conclave. The _ production 
talk of other years gave way to dis- 
cussion of sales-making methods. 

E. W. Husen, of the Detroit com- 
pany of that name, was elected 
president, succeeding R. G. Marshall, 
Marshall Letter Co., Chicago. 

H. W. Osborn, Syracuse (N. Y.) 
Letter Co., was elected vice-presi- 
dent; Howard M. Rosine, Los An- 
geles Addressing & Mailing Co., 
Western vice-president; Percy G. 
Cherry, Might Directories, Ltd., To- 
ronto, Canadian vice-president; Au- 
gust W. Haas, A. W. Clarke & Co., 
New York, treasurer, and Jeannette 
Robinson, New York, secretary. 


Appoints Committee 


President Roy Hunter of the Pa- 
cific Advertising Clubs Association, 
has appointed a budget and budget 
control committee composed of K. L. 
Hamman, San Francisco, chairman; 
A. Carman Smith, Los Angeles, and 
Raymond P. Kelley of Tacoma. 


Win Club Tourney 


Stan Marquardt won the “Old 
Capitol” Championship Cup in the 
Des Moines Advertising Club’s golf 
tournament, Al Ogden being runner- 
up. Other winners of trophies were 
Larry Stone, Matt Lawrence, and 
Walter Melone. 


Get Automotive Account 


Campbell-Sanford Advertising Co., 
Cleveland, will handle the account of 
the Bates-Wohlert Co., Lansing, 
Mich., makers of automotive replace- 
ment parts. Trade papers and direct 
mail will be used. 


Another Tie-Up 


Herbert L. Stephen, conductor of 
“The Advertiser” column of the New 
York Evening Post, and Miss Crys- 
tal Wood List, art directress for Dry 
Goods Economist, were married Sep- 
tember 30. 


Issue Radio Score Card 


A “Radio Football Score Card,” 
indicating the play-by-play progress 
of a football game when broadcast 
over the radio, has been developed 
by John B. Barry & Associates, of 
Cleveland. 


To Increase Rates 


The Gasoline Retailer, New York, 
will increase its advertising rates 
November 15. Circulation has in- 
creased 57 per cent since the last 
card was issued. 


“Steel” Advances Delivery 


Steel, Cleveland, has advanced its 
issue and delivery date from Thurs- 
day to Monday, so that news of the 
calendar week will be presented 
promptly. 


BUREAU OFU.S. 
SUGGESTS MENU 
FOR CHILDREN 


Washington, D. C., Oct. 8—The 
Bureau of Home Economics, United 
States Department of Agriculture, 
is waging an advertising campaign 
in behalf of proper food for chil- 
dren. 

Through Government publications, 
radio talks with time donated by the 
chains, and a series of posters, the 
Bureau is urging the use of certain 
foods. 

This educational work creates a 
favorable background for the adver- 
tising of some food products. It 
may conflict with that of others. 

The highlight of the Bureau’s 
work is the charts. Thousands of 
sets have been distributed to public 
school and home economics teachers 
and others. 

Some of the charts are general in 
nature. With No. 6, however, the 
Bureau begins to make specific rec- 
ommendations. It suggests a suit- 
able dinner for a family consisting 
of both adults and children as fol- 
lows: broiled meat ball, string beans, 
baked potato, bread and butter, let- 
tuce, baked apple, milk. 


Menu for Children 


Chart No. 7 discusses food for a 
three-year-old, suggesting this menu: 

Breakfast, orange juice, cereal 
with topmilk, bacon, buttered toast 
and milk. 

Mid-day: creamed eggs, carrots, 
spinach, bread and butter, fruit 
gelatin, milk. 

Evening: stewed tomatoes and 
celery, scalloped potatoes, buttered 
toasted roll, cookie, milk. 

Chart No. 8 suggests the follow- 
ing foods as the child’s daily ration: 

Milk—at least a pint, preferably 
a quart; butter at every meal; 
cereal, bread or potato at every 
meal; vegetables, other than po- 
tato, at least two daily, one raw or 
quickly cooked, leafy kinds often; 
fruits, once or twice a day, citrus 
or other raw fruit or tomatoes daily; 
egg or meat—the older child may 
have both; sweets, in small amounts 
at the end of the meal. 


Discounts Abolished 


L. C. Smith and Corona Type- 
writers, Inc., New York, will abolish 
all discounts to teachers and large 
users, with the exception of the 
Federal Government. 


Bundscho Expands 
J. M. Bundscho, Inc., advertising 
typographers of Chicago, has pur- 
chased the entire shop and equip- 
ment of Harold A. Holmes, Inc. 


Millis Moves 
_The Millis Advertising Co., In- 
dianapolis, has moved to the Union 
Title building. 


No. 5 of a Series 
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» « - You’re just 


wasting the Jack 


You don’t have to have insurance. We once knew a 


man who saved on ail the premiums. His barn burned 


(Mr. Penny Mcintyre) 


down, a tramp stole his Ford, his mule kicked a little 
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saved the premiums. You can save the advertising 


premiums necessary to reach the 5,004 architects’ 


offices which use ARCHITECTURE. You can ignore 
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these 5,004 offices. Of course they’re the babies who 
i? 


slap on the “O.K.” or add the “or equal,” but you 
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don’t have to worry about them. You can save the 


advertising. You can save the advertising and slowly 


starve to death. 
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ARCHITECTURE 


THE CREAM OF 


THE ARGHITECTS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


NEW YORK 


CLEVELAND CHICAGO LOS ANGELES SAN FRANCISCO 
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Why Publishers 


S. Roland Hall had a lot of fun 
with non-advertising publishers at 
the convention of the Association of 
National Advertisers in Detroit last 
April. 

“Why is it,” he demanded to know, 
“that the publisher who is always 
talking about the necessity for con- 
tinuity in advertising seldom has a 
consistent campaign of his own?” 

Edgar Kobak, vice-president of 
the McGraw-Hill Publishing Com- 
pany, spoke in Chicago this week 
about advertising salesmen, and part 
of his talk dealt with the importance 
of backing up representatives with 
advertising. 

“The publisher needs to advertise 
in support of his salesmen,” de- 
clared Mr. Kobak. “We believe in 
this philosophy and practice it. 
Many publishers preach advertising 
but don’t use it. The best test of 
belief in advertising is how well you 
use it.” 

Comparatively few publishers do 
as good a job of advertising and 
promotion as they recommend to 
their customers. This is not said 
merely with reference to use of the 
advertising press, but with reference 
to*any sort of advertising. Most 
publishers seem to feel that adver- 
tising is one thing they can get 
along without. 

There are three general reasons 
for a policy of non-advertising. One 
is lack of money; another is lack of 
confidence in the value of the prod- 
uct advertised, and a third is lack of 
belief in advertising as a selling aid. 

The publishing business is like 
any other in that it includes houses 
which are strong financially and also 
many which are not. It costs money 
to buy advertising space and serv- 
ice, and some publishers lack the 
financial ability to purchase adver- 
tising, much as they would like to 


Don’t Advertise 


do so. The publication which is well 
advertised, therefore, can be re- 
garded as one which is sound finan- 
cially. 

Many publishers sell advertising 
without being any too well sold on 
the merits of their own mediums. It 
is often possible to get business for 
a publication of questionable value, 
provided it is not forced to make a 
complete showing of what it has to 
offer. The publisher who advertises 
makes it evident that he has noth- 
ing up his sleeve, and that he be- 
lieves his story will stand up under 
the most careful scrutiny of the 
space-buyer. The latter can assume 
certain things in favor of the well- 
advertised publication, because of 
the obvious confidence exhibited in 
the medium by its own publisher. 


It is also true that there are pub- 
lishers to whom publishing is a busi- 
ness and nothing more. They are 
not particularly enthusiastic about 
advertising as a force in business, 
and while they are willing to co- 
operate in the other fellow’s adver- 
tising, by accepting his copy for 
publication in their space, they are 
entirely convinced that their busi- 
ness is different and that advertis- 
ing cannot help them. 

The buyer who takes note of the 
publisher who advertises may infer 
that this publisher believes in adver- 
tising, and therefore should be able 
to render enthusiastic co-operation 
to advertisers. 

As suggested, ADVERTISING AGE is 
not taking the point of view that 
every publisher should necessarily 
advertise in publications or in the 
advertising press. But we do be- 
lieve that the publisher who does 
not advertise at all, but who looks 
to advertising for his own bread and 
butter, has a policy which is so in- 
consistent as to need explanation. 


Getting the Extra Two Per Cent 


A very smart advertising man 
said not long ago that the difference 
between victory and defeat in most 
contests is less than 2 per cent. A 
great race-horse may win his race 
by less than a length. A champion 
sprinter may be at the tape only a 
step ahead of his rivals. The suc- 
cessful baseball player slides into 
second a fraction of a second before 
the baseman puts the ball on him. 

The difference between good ad- 
vertising and great advertising 
may be less than 2 per cent also. 
Getting the extra quality into plan, 
copy and presentation may mean the 
difference between a campaign 
which is fair and one which goes 
over in a big way. The results be- 
tween two campaigns of that de- 
scription are far more than 2 per 
cent, because they are cumulative. 
The extra quality in the advertising 
may be projected into sales on a 
vastly larger scale. 


Advertising men, whether adver- 
tising managers, agents or pub- 
lishers, have before them an oppor- 
tunity of accelerating business prog- 
ress, and incidentally maintaining 
advertising, by helping to add the 
extra 2 per cent of quality and 
punch. They can do it by developing 
ideas which are a little keener; by 
writing copy which is a little more 
adept in reaching the sensitive areas 
of the reader’s mind; by producing 
art and typography which have 
strength and originality and attrac- 
tiveness. 

All of those who have to do with 
advertising and advertising expendi- 
tures have a simple and vital ob- 
jective to gain at present in trying 
to produce the final 2 per cent of 
extra quality. It may be the ulti- 
mate pressure of that extra 2 per 
cent that will start business on its 
way back to normal. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


303. Dealer-ized Advertising. 

George H. Read, of Johnson, Read 
& Co., Chicago, coined a new word to 
describe how products advertised in 
the Christian Science Monitor are 
featured in the Monitor advertising 
of local dealers. A booklet issued 
by the publication tells just how 
“dealer-ized” advertising works, with 
specific examples. 


303a. Analysis of the Circulation of 
the Christian Science Monitor. 


This booklet reports the results of 
a survey by Dr. Daniel Starch. It 
classifies Monitor readers by income; 
ownership of homes, household appli- 
ances and automobiles; travel, in- 
vestments and attendance at private 
schools and summer camps; and fi- 
nally, readers’ response to Monitor 
advertising. 


3804. Operating Expenses of 100 
Selected Food Stores. 


In view of the criticism which 
greeted the figures compiled by Har- 
vard University, this booklet by The 
Progressive Grocer, covering the 
same subject, will be of considerable 
interest to food advertisers. ‘Most 
of the selected cash stores included 
in this study,” says the booklet, 
“meet chain store prices. Several of 
them undersell the chains.” 


305. The Booth Newspaper Area. 


This booklet presents the latest 
statistical information on the eight 
principal cities of Michigan covered 
by the Booth Newspapers. The 
Standard Market Data Form has 
been followed closely. 


306. Food Advertising in St. Louis. 


The St. Lowis Post-Dispatch issued 
this brief analysis of food advertis- 
ing in St. Louis, including a list of 
national food product advertisers 
who used 500 lines or more and only 
one newspaper in St. Louis during 
the first half of 1931. 


3807. McCall’s Excess Delivery. 


All of the six leading women’s 
magazines have delivered more cir- 
culation than they promised adver- 
tisers during the last six years. Mc- 
Call’s has issued a folder analyzing 
the extra values. According to this 
document, McCall’s has given a 
greater premium than any other 
paper in its class. 


807a. Detailed Circulation State- 
ment for 1932. 


In this volume, McCall’s gives a 
thorough-going analysis of its cir- 
culation for 1932. The state totals 
are classified by newsstand and mail 
subscriptions and divided between 
cities and towns of 1,000 population 
and rural districts of less than that 
figure. Circulation in each town in 
the state is then indicated. All of 
this information is summarized for 
the busy reader. 


308. Questions Answered. 

The Literary Digest has adopted 
the question and answer method of 
explaining its 25 per cent reduction 
in advertising rates. “Do you mean 
to say you are selling the same 
quantity of circulation at the lower 
price? Are you using the same 
weight and quality of paper? Is 
good printing assured?” There are 
other questions with the right an- 
swers. 


309. “We don’t need a $30 portfolio 
to tell this story.” 

With this assertion, Futura Pub- 
lications issued a four-page folder, 
only two of which are devoted to 
promotion. The six highlights of 
the publication plan are sketched 
briefly. 
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Voice of the Advertiser 


Breadlines as Copy 

To the Editor: Undoubtedly you 
are familiar with the old Morning- 
After-The-Night-Before Tonic .. . 
“The hair of the dog that bit you—” 

Here’s our own way of applying 
it to a greater depression that every- 
one seems to have every morning. 


RoBert A. PORTSMORE, 
Adv. Dept., Durwyllan Co., 
Paterson, N. J. 


* * * 


How Safety Theme 
Was Promoted by I1.A.C. 


To the Editor: Have you noticed 
the considerable amount of adver- 
tising recently carried by manufac- 
turers of automobiles, accessories, 
etc., stressing the safety idea? For 
example, notice the spread of the 
Goodrich company on the Silvertown 
Safety League, which appeared in 
the September 12 issue of the Satur- 
day Evening Post. 

Over 18 months ago, the Insur- 
ance Advertising Conference inau- 
gurated a campaign to induce the 
automobile fraternity to stress the 
safety idea in their advertising. 

It was furthered by a special 
committee which took the matter up 
directly with over 200 manufactur- 
ing associations and individual ad- 
vertisers. 

HENRY H. PuTNAM, 
John Hancock Mutual 
Life Ins. Co., Boston. 


* * * 

That Rotogravure Record 

To the Editor: Noting that you 
have published newspaper rotogra- 
vure records from time to time, you 
may be interested in the fact that 
our rotogravure section was on the 
street one hour and _ fifty-eight 
minutes after the Derby. 

Without taking the opportunity to 
boast, I think this is a world record. 


NEIL DALTON, 
Managing Editor, The Courier- 
Journal, Louisville, Ky. 


* * * 


Big Ones First? 

To the Editor: Your monthly 
record of magazine revenue should 
prove interesting to all concerned. 
I would suggest, however, that you 
list them according to revenue. 

This sounds like a rather selfish 
suggestion because Better Homes 


NEW BREAD LINE 


and Gardens would rate at the top 
of a general and class list. Never- 
theless, I believe your readers would 
appreciate having the publications 
listed in order of their revenue. 
Ray C. NICHOLS, 
Pacific Coast Megr., 
Meredith Pub. Co. 


* * * 


Help for Editors 


To the Editor: Editors can make 
good use of a knowledge of the prob- 
lems of the advertisers in their 
publications, and ADVERTISING AGE 
supplies such information in as easy 
a way for editors as they can find 
anywhere. 

Incidentally, editors can get a lot 
of ideas from it on how to make a 
publication newsy and interesting. 

There used to be an organization 
in Chicago named “The Society for 
the Prevention of Cruelty to White 
Paper.” From the point of view 
that the job of editors is to fill up 
their pages with material that is 
worth reading, I would also say that 
the editors of ADVERTISING AGE are 
making good use of their white 
space. 

CHARLES REYNOLDS, 
Managing Editor, The 
Kiwanis Magazine, Chicago. 
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ADVERTISING AGE 
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MUTUALS START 
ANOTHER YEAR 
OF ADVERTISING 


Barnett, Herrold Address An- 
nual Convention 


Chicago, Oct. 8—The American 
Mutual Alliance, meeting here this 
week, voted to continue its co-oper- 
ative campaign without change dur- 
ing the next year, running in The 
Saturday Evening Post and Nation’s 
Business. Five magazines were for- 
merly used, but a decision to use 
heavier schedules in fewer papers 
was reached a year ago. 

The meeting was addressed by 
J. J. Barnett, vice-president of Au- 
brey & Moore, the agency in charge, 
and L. D. Herrold, professor of ad- 
vertising, Northwestern University, 
who told how to set about the copy- 
writing job. 

M. P. Luthy, assistant vice-presi- 
dent’ Lumbermen’s Mutual Casualty 
Company, Chicago, presided over 
the advertising conference and 
served as ehairman of the committee 
in charge of the advertising exhibit. 

The co-operative advertising has 
been under the direction of Aubrey 
& Moore since its inception three 
years ago. The annual appropria- 
tion of $100,000 is contributed 
equitably by the entire membership. 
The association is comprised of the 
4 per cent of the mutual insurance 
companies which write 20 per cent 
of this type of insurance. 

Mr. Barnett reported members se- 
cured 350 new agencies this year as 
a direct result of the advertising. 
During the past six months 4,000 
requests have been received for the 
booklet offered. Response indicates 
economy is the most potent appeal 
at present. 

For the first two years of the 
campaign, the history of mutual in- 
surance companies furnished the 
theme. The advertisements stressed 
the time-tested reliability and econ- 
omy of this form of coverage. 


Change Copy Theme 


The straight selling copy which 
appeared during the past year has 
elicited more enthusiasm from the 
members. An _ unforeseen benefit 
has been its educational effect on 
representatives. 

Professor Herrold advised the ad- 
vertising men to buy their space 
first and then write the copy. 


“There are some advertising men,” 
he said, “who prefer to write the 
advertisement and then buy space 
to fit it. 

“To reverse this procedure is pref- 
erable because of the tendency to 
stretch the appropriation over as 
many insertions as possible. This 
makes for smaller and better adver- 


tisements, as most copy is improved 
by boiling. I have seen some for 
which the condensing process would 
do wonders.” 

Professor Herrold said good copy 
depends more on perseverance than 
talent and most advertising men 
would profit by spending more time 
in preparation and less in execution. 

“As the first step in writing an 
advertisement,” he said, “write 
every phrase you can think of which 
will introduce your theme and serve 
as the headline for the advertise- 
ment. 


Sifting Ideas 


“Don’t attempt to pass judgment 
when the idea first occurs to you. 


Simply write it down and go on to, 


the next. Don’t stop with five or 
six. Write at least 35 and take as 
many days as are needed. 

“Don’t stop work when you leave 
your office. Carry a pad of paper 
with you to the golf links and the 
bridge game. When an idea comes, 
write it down at once. 

“Put the notes away until they 
are cold. Then pick out the six you 
think are best. Put the list away 
again for a few days and then try 
to pick the best one.” 

Professor Herrold said it was im- 
portant to write every idea, even 
though it might not seem good, as 
this practice develops fecundity of 
thought. 

Entries in the advertising exhibit 
were judged by Arthur Ogle, direc- 
tor of distribution, Bauer & Black 
Division of the Kendall Company; 
O. C. Harn, managing director, 
Audit Bureau of Circulations, and 
Homer J. Buckley, chairman of the 
board, Buckley, Dement & Co. The 
following received principal awards: 

General exhibit and house organs: 
Federal Hardware & Implement Mu- 
tuals, Minneapolis. 

Direct mail piece: American Mu- 
tual Liability Insurance Co., Boston. 

Letter: Central Manufacturers 
Mutual Insurance Co., Van Wert, 
Ohio. 

Direct mail piece (farm mutual) : 
National Grange Mutual Liability 
Co., Keene, N. H. 

Direct mail letter (farm mutual) : 
Rolling Stone (Minn.) Mutual Farm- 
ers Fire Insurance Co. 


New Account for Wales 


The Wales Advertising Co., New 
York, has been selected to handle the 
account of McNeel’s Financial Serv- 
ice, Boston, an advisory service on 
investments. Newspapers, magazines 
and direct mail will be used. 


Coffee on the Air 


The Brazilian American Coffee 
Promotion Committee of New York 
has started a new radio series over 
the NBC-WJZ network. The New 
York office of N. W. Ayer & Son 
handles the account. 


Mann Liquidating 
The New York agency of Conklin 
Mann, Inc., will liquidate on expira- 
tion of present contracts. 
S. B. Wildrick, a partner, has be- 
come an account executive with 
Mark O’Dea & Co., New York. 


Following Stonewall Jackson’s dictum 
that victory goes to the general who “gits 
there fustest with the mostest men—” 


It seems reasonable to suppose that merchandising is a cam- 
paign where results come from putting in the best licks 


in those places where the greatest sales opportunities lie. 


In the opinion of 589 chain store executives those 


places are high class neighborhoods where it logically 
follows the greatest number of COSMOPOLITAN readers 


are located. 


Leading in resource as well as in number in these 
urban localities, these COSMOPOLITAN families, in- 


vestigation shows, are buying now— 


More Living Room Furniture 


More Electric Refrigerators 
More Card Tables 


@smopo 


yo orvad with 
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Federal Agency Moves 


The Federal Advertising Co., Kan- 
sas City, has moved from the David- 


son to the Reliance building. 


Looking over the exhibits, left to right: : W. E. Straub, Farmers Mutual Fire, Lincoln, 
Neb.; Messrs. Ogle, Buckley and Harn; J. J. Fitzgerald, Grain Dealers National, Indian- 
apolis, and M. P. Luthy, Lumberman’s Mutual Casualty, Chicago, chairman of the com- 


mittee. 


Fleischer Again 
To Publish “Ring” 


The Ring Magazine, published for 
two years by Macfadden Publica- 
tions, New York, will again be pub- 
lished by N. Fleischer with the 
January issue. 

Mr. Fleischer formerly owned the 
mogreme, which is the oldest in its 

eld. 


William F. Hedges Is 
Victim of Motor Car 


William F. Hedges, 55, advertis- 
ing manager of the Chicago Na- 
tional Life Insurance Co., was fa- 
tally injured by an automobile in 
front of his offices at 1400 Washing- 
ton boulevard October 7. 

He died a few minutes later. 


Cigarette Roller 
Carried in Pocket 


A cigarette rolling machine small 
enough to be carried around by the 
smoker is being offered by the Chris- 
tian Peper Tobacco Co., St. Louis. 

Specially blended tobaccos are be- 
ing marketed with the machine. 


May Advertise State 


The Wisconsin Hotel Association 
hopes to raise $25,000 for a cam- 
paign for that state, asking co-oper- 
ation from all who profit from tour- 
ist trade. 


Buys Newspaper 
Walter Stone, who recently re- 
signed as publicity manager for the 
National Broadcasting Co. New 
York, has bought the East Green- 
wich (R. I.) News. 


Ivo-San Has Agency 
Ivo-San Laboratories, Cleveland, 
chemical products, will place their 
advertising through the Cleveland 
office of the Campbell-Sanford Ad- 
vertising Co. 


New Account for Reach 

Shifman Brothers, bedding manu- 
facturers of Newark, N. J., have ap- 
pointed the Charles Dallas Reach 
agency, of Newark, to handle their 
advertising. 


Cancel Meeting 
The Promotion and Research Man- 
agers Group of the Newspaper Ad- 
vertising Executives Association has 
canceled the meeting scheduled for 
Chicago Oct. 20. 


Open N. Y. Office 
Sports Afield, Minneapolis, has 
opened a New York office at 239 
West 39th St., with Harry E. Di- 
mond in charge. 


To Glorify Spuds 
The Mapco Potato Co., Boston, 
has placed its ——. with Bat- 
ten, Barton, Durstine & Osborn. 
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HOW RAILROADS 
ARE HELPING 
DISTRIBUTION 


St. Louis, Mo., Oct. 8—The Blue 
Streak, the fast freight train inau- 
gurated last week by the St. Louis 
Southwestern Railroad, is the fore- 
runner of a new type of freight 
train, necessitated by modern buying 
habits, in the opinion of A. C. Me- 
Kibben, director of public relations. 

“The Blue Streak is a merchandise 
limited affording overnight delivery 
from St. Louis to Shreveport,” said 
Mr. McKibben. “Averaging close to 
40 miles an hour, the Blue Streak 
makes only seven stops during the 
590-mile run. 

“At each stop, our motor trucks 
rush the merchandise to local stores. 
Through this truck and train co- 
ordination, merchandise leaving St. 
Louis at 5:30 P. M. today will be on 
sale before noon tomorrow in Mem- 
phis and other cities served by the 
Cotton Belt. Within a 300-mile ra- 
dius, charges for truck service are 
covered by the freight tariff.” 

The Blue Streak is powered by oil 
burning passenger locomotives and 
the number of cars is limited to 18. 

“Back of the Blue Streak,” com- 
mented Mr. McKibben, “is the new 
measurement, the carton, instead of 
the old carload. 


“A merchant now orders a dozen 
pairs of shoes or two dozen frocks 
to meet today’s demand, not know- 
ing what tomorrow’s will be. He 
must have the merchandise right 
now. To get it he has had to use 
parcel post, express, and air mail. 
All charged high rates and none de- 
livered the goods to his store.” 

The Blue Streak handles only less 
than carload shipments. Style goods 
make up a considerable part of its 
daily load, and automobiles, coal and 
perishable goods not requiring re- 
frigeration complete the burden. 

Other railroads also inaugurated 


PULLMAN COMPANY DISPLAYS ITS MERCHANDISE 


Not a train, but part of the Pullman display rooms on Michigan Avenue, Chicago. 


the free pick-up and delivery service, 
but the Cotton Belt stole a march 
on its competitors, with pages in 
color in the Chicago Tribune, Chi- 
cago Herald and Examiner and two 
other papers, and black and white in 
38 other morning papers, including 
Cincinnati, Cleveland, Buffalo, Pitts- 
burgh and Indianapolis. Afternoon 
papers were also used in St. Louis. 


The Cotton Belt also placed 30,000 
pieces of direct mail in the hands of 
shippers. 

The Missouri Pacific used three 
papers in St. Louis and one in Mem- 
phis to announce a similar service. 


Dealers in 


—12,000 
— 3,000 Architects 


building. 
— 2,000 


ENCE. 


JAMES A. RICE, INC., Publishers 


... POPULAR 
BUILDING & 
CONTRACTING 


—28,000 Rated Building Contractors 


Representing the Class A contractors of 
the entire country. 


Those who contro! the buying of approxi- 
mately 40,000 smaller contractors. 


Every architect cannot build an Empire 


Realtors-Speculative Builders 
This group also includes many of the 
Building and Loan Associations. 


A QUALITY MAGAZINE IN AN IMPORTANT FIELD — 
POPULAR BUILDING AND CONTRACTING IS OFFERED 
TO THOSE ADVERTISERS DESIRING TO MAINTAIN THEIR 
IDENTITY DURING THE PRESENT LULL, AS WELL AS LAY 
THE FOUNDATION FOR THE BOOM THAT IS TO COME. 


A PRELIMINARY PRINTING HAS BEEN MADE FOR 
DEMONSTRATION PURPOSES. A COPY OF THIS DUMMY 
i IS YOURS FOR THE ASKING. WE INVITE CORRESPOND- 


POPULAR BUILDING & CONTRACTING 


203 North Wabash Avenue 
Chicago, Illinois 


FEBRUARY 


1932 


A New Magazine of 
Building - Reaching 


Building Materials 


TRIPP SOFTENS 
RADIO VIEWS 


New Brunswick, N. J., Oct. 8— 
Declaring he had changed his opin- 
ion about radio’s relationship to the 
newspaper, Frank E. Tripp, general 
manager of the Gannett newspapers, 
told the New Jersey Press Associa- 
tion at its annual newspaper insti- 
tute at Rutgers University Monday 
“radio should prove a great ally to 
the press when it is finally har- 
nessed for its work.” 

He said the radio has assumed 
much of the spot news burden with- 
out harm to the newspapers. 

Edwin S. Friendly, business man- 
ager of the New York Sun and vice- 
chairman of the committee in charge 
of the Bureau of Advertising of the 
A. N. P. A., defended the publica- 
tion of scandals in private life and 
unsavory and seamy aspects of so- 
cial existence, referring to such 


news as “a social germicide of first 
importance.” | 
Select Best Features 

For the second successive year the | 
Newark Evening News won the eup | 
awarded for general excellence while 
the cup for weeklies went to the 
Washington (N. J.) Star. 

The Newark paper also won the 
award for the best front page and 
the best sports page among the 
dailies; the award for the best edi- 
torial page went to the Asbury 
Park Press, and for the best classi- 
fied advertising department to the 
Jersey Journal, Jersey City. 

Among the weeklies the award for 
the best front page went to the 
Washington Star, while the Wood- 
bridge Independent was judged to 
have the best sports page; for the 
best editorial page the Montclair 
Times was the winner, and the Vine- 
land Post came in for awards for 
the best farm news and the best 
classified advertising department. 


Loomis & Hall Get 
City’s Advertising 
Loomis & Hall, Miami, Fla., have 
been awarded the contract to pre- 
pare and place the city’s newspaper 
advertising. 


The new budget for this purpose 
is $34,775. 


Weldon Promoted 


W. J. Weldon, for 12 years ad- 
vertising manager of the Advance 
Rumely Co., which recently joined 
the tractor division of the Allis- 
Chalmers Mfg. Co., Milwaukee, has 
been appointed advertising manager 


for the division. 


Lucky Strike 
Turns to Free 
Testimonials 


New York, Oct. 8—“Unpaid for 
testimonials” of famous folk feature 
a new campaign on Lucky Strike 
cigarettes, which broke this week in 
1,800 newspapers. 

In the initial advertisement of the 
series Dorothy Mackaill, film star, 
told why she preferred Lucky 
Strikes. while the American Tobacco 
Co. said “not one cent was paid to 
Miss Mackaill’” for this statement. 
However, Miss Mackaill did not go 
absolutely without reward as_ the 
copy ran 1,500 lines and included a 
portrait 17 inches in height. 

T. M. Keresey, vice-president of 
Lord & Thomas and Logan, account 
executive in charge of Lucky Strike 
advertising, said the new campaign 
will continue for an indefinite period 
in newspapers, and that magazines 
will carry the same copy theme. 

Enough “unpaid for” testimonials 
are on file to provide copy for many 
moons, 


Goes to Columbus 


Sid R. Phillips, who has been pro- 
motion manager of the Macon (Ga.) 
Telegraph and News, has taken the 
same position with the Columbus 
(O.) Dispatch. 


Pope on Air 
Generoso Pope, publisher of the 
three Italian newspapers of New 
York, will be master of ceremonies 
on a Columbia Day hookup over the 
Columbia network October 12. 


Shoe Account to Porter 


The Graham Co., Boston, national 
distributors of the New Balance 
Arch, a flexible arch supporter, has 
placed its advertising with the Por- 
ter Corp., Boston and New York. 


Dickey Steps Up 
Ralph L. Dickey has been ap- 
pointed general sales manager of the 
general products department of the 
United States Rubber Co., Provi- 
dence, R. I 


Schrafft’s to Geyer 


The Frank G. Shattuck Co. has 
appointed the New York office of 
the Geyer Company to advertise 
Schrafft’s stores, candy and food 
products. 


Bunte Account Moves 


The Dunham, Younggreen, Lesan 
Company is now handling the ad- 
vertising of Bunte Brothers, Chi- 
cago, Ralph N. Cushing being the 
account executive. 


PETITION ASKS 
REGULATION OF 
RADIO RATES 


Washington, D. C., Oct. 8—The 
question of the Interstate Commerce 
Commission’s jurisdiction to regu- 
late the charges made by a radio 
broadcasting station for the “trans- 
mission of intelligence for hire in 
interstate commerce” will be deter- 
mined when the complaint of the 
Sta-Shine Products Company, Inc., 
of Freeport, L. I., against Station 
WGBB of that city and the National 
Broadcasting Company is heard. 

The complainant filed a formal 
complaint with the Commission that 
the radio station exacted “unreason- 
able” rates for the transmission of 
“messages” for hire, in violation of 
the Interstate Commerce Act. It 
was further charged that the Na- 
tional Broadcasting Company re- 
fused to supply “facilities,” also a 
violation of the law. 

The Commission was asked to 
compel the defendants to cease from 
the “unlawful practices” cited and 
to award the complainant repara- 
tion based upon the difference be- 
tween the “reasonable” rates to be 
fixed by the Commission and the 
“unreasonable” rates now charged. 

The complaint declared that the 
Freeport Station charged $146.48 
per 15 minutes for transmitting the 
message through one station, and 
$1,480.49 for “so-called chain trans- 
mission,” all to the great damage of 
the complainant. 

The term “transmission of intelli- 
gence” as stated by the Interstate 
Commerce Act will bring up the 
question as to whether the “mes- 
sages” declared by the complainant 
were messages by wire, or broad- 
casting of advertising, it was said. 

Wire messages are from one indi- 
vidual to another, whereas the 
broadcasting “message” is from an 
individual to all those who may tune 
in on their radio sets. 

The complainant is a furniture 
polish manufacturer and the com- 
plaint was signed by the president, 
Henry A. Giesler. 


Terry and Dene 
Now in New York 


Arthur H. Terry and _ Shafto 
Dene have been transferred from 
the Chicago offices of Erwin, Wasey 
& Co. to New York headquarters. 
Mr. Terry will be an assistant ac- 
count executive while Mr. Dene will 
join the copy staff. 

J. Burton Stevens, late of the art 
department of Batten, Barton, Dur- 
stine & Osborn, has joined Erwin, 
Wasey & Co. as associate art di- 
rector. 


Kroydon Plans New 


National Campaign 
A new campaign to include pages 
in the Saturday Evening Post, Lit- 
erary Digest, and other magazines, 
is planned by the Kroydon Co., 
Maplewood, N. J., Kroydon golf 
clubs and balls. Golfing magazines 
also will be used. 
The company has just placed its 
account with the Samuel C. Croot 
Co., New York. 


De Merlier Transferred 


Edourad De Merlier, who has been 
on the sales staff of The Ring Mag- 
azine, has been transferred by the 
Macfadden Publications to the De- 
tective Group, including True Detec- 
tive Mysteries and the Master 
Detective. 


Sutter Opens Agency 
Samuel M. Sutter has resigned as 
secretary of Holden, McKinney & 
Clark, Detroit, to open his own office 
in the Penobscot building. 


Harris Joins Morton 
Clyde J. J. Harris, Jr., has joined 
the New York staff of the William 
J. Morton Co., publishers’ repre- 
sentatives. 


Walter Koch Moves 
Koch Advertising Ideas has moved 
from 24 W. 56th St. to 10 W. 58th 
St., New York. 
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October 10, 1931 


ADVERTISING AGE 


Must the ADVERTISER 


Hold the Bag 


in face of declining prices ? 


COMPARE 
With Any 
Other Magazine 


HOW MUCHP 


Liberty averaged 2,401,416 week- 
ly circulation for 1930, 2,411,612 
for the first half of 1931. 


WHO?P 


Liberty is deliberately edited for 
both men and women. It is read 
by 2,750,000 men and 3,009,000 
women. Result records have been 
broken for men’s and women’s 
products alike. 


80% of all Liberty families above $2,- 
000 income class 65.8% U.S. average 
52% own homes 37% U.S. average* 


84% have telephones 
39% U.S. average 


58% haveradios 46% U.S. average 


50% have vacuum cleaners 
37% U.S. average 


34% have electric washers 
29% U.S. average 


15% have mechanical refrigerators 
8% U.S. average 


*In cities covered by Starch Survey 


WHERE? 


Liberty concentrates three-quar- 
ters of its circulation in cities over 
25,000 population. Liberty places 
more circulation here (where 
major part of all retail business is 
done) than any other magazine. 


HOW READ? : 


Liberty is wanted enough by its 
readers, that 99% of them buy vol- 
untarily week after week. No ex- 
pensive subscription crews are nec- 
essary to sign up readers 6 months 
or a year or two in advance. 99% 
single copy circulation is 99% 
guaranteed-to-be-read_ circulation. 


Then, instead of burying 90% of 
its advertisements after the start of 
the Jast story, Liberty alternates 
advertisements and story leads 
throughout the book. Surveys show 
this nearly doubles readers-per- 


advertisement. 
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OMMODITY prices have dropped 30 
per cent. 


You get somewhere around that much less 
for what you sell. 

Must you pay as much as you did before for 
what you buy? 

Of course, many magazines have justified 
their failure to follow the price trend by mak- 
ing expensive editorial improvements. And the 
justification may be sound. 


But Liberty’s cost has declined 35 per cent 
since 1926—and beginning January 2nd, 1932, 
Liberty will spend over a quarter-million dol- 
lars more a year in the interests of a more at- 
tractive magazine. 


A Timely Move 


At the peak of a circulation success un- 
equalled in publishing annals, Liberty was 
acquired last April by Macfadden Publica- 
tions, Incorporated. 

The first announcement was that the win- 
ning editorial formula of dramatic, newsy, 
concise material by famous authors and artists 
would be retained. And even stepped up to the 
tune of $100,000 more a year. But the second 
announcement betokened a move that would 
have striking interest for advertisers. 

Paper and printing were to be radically 
improved. 

Now, two distinct steps in this direction 
have already been taken. And recently the 
third was indicated by press dispatches telling 
of the largest quality paper order ever placed 
by a single magazine, involving an expendi- 
ture of $160,000 more, a year. 


This latest advantage will be apparent in 
the issue of January 2nd, 1932. 


What Advertisers Get 


This season advertisers everywhere are put- 
ting Liberty on their desks for consideration. 


They are finding that their dollar buys: 


Liberty ae 
Average of 3 other Weeklies 377 families 
Average of 2 Monthlies 391 families 
Average of 6 Women’s 

286 families 


Magazines . 

Faced with the problem of matching Post- 
Depression profits with Post-Depression ad- 
vertising value, they find that the Liberty dol- 
lar gives them: 


50 per cent more families than other Weeklies 
45 per cent more families than Monthlies 
98 per cent more families than Women’s Magazines 


What They Are Doing 


That advertisers welcome the opportunity 
of enjoying for themselves the increased value 
that they have already passed on to the con- 
sumer may be seen from this statement: 
Within 60 days of the announcement of new 
management, 92 advertisers and 58 agencies 
had placed $1,521,677 in new Liberty orders. 


And from the rate at which new orders ar- 
rive as the main list-making season approaches, 
it would seem that fewer and fewer advertise: s 
are going to be content to hold the bag so long 
as this major medium offers them a way out. 

Write without obligation for booklet: “To every man 


with $1 to spend in advertising.” Liberty Magazine, 2741 
Graybar Building, New York City. 


AMONG ADVERTISERS NOW APPEARING IN LIBERTY 


American Safety Razor Corp. 
American Tel. & Tel. Co. 
American Tobacco Co. 
Axton-Fisher Tobacco Co. 

B. V. D. Co. 

Barbasol Co. 

Bauer & Black 

Beech-Nut Packing Co. 
Borden Co. 

Bristol Myers Co. 


Brown & Williamson Tobacco Co. 


Chesebrough Mfg. Co. 

Chi., Mil., St. Paul & Pac. R.R. 
Chrysler Motors Corp. 
Cluett-Peabody & Co. 
Coca-Cola Co. 

Columbia Pictures Corp. 
Crosley Radio Corp. 

R. B. Davis Co. 

Jos. Dixon Crucible Co. 
Encyclopaedia Britannica, Inc. 


Ethyl Gasoline Corp. 

Florida Citrus Exchange 
General Motors Corp. 
Gillette Safety Razor Co. 
Alexander Hamilton Institute 
Hewes & Potter 

Hinze Ambrosia, Inc. 

Chas. E. Hires Co. 
Houbigant, Inc. 

Indian Refining Co. 
International Mercantile Marine 
Jantzen Knitting Mills 
Johnson & Johnson 

Kellogg Co. 

Kolynos Co. 

Kress & Owen Co. 

Lambert Pharmacal Co. 
Larus & Bros. Co. 

Lever Bros. Co. 

Liggett & Myers Tobacco Co. 
Mennen Co. 


Philip Morris & Co. 
Northwestern Yeast Co. 
Norwich Pharmacal Co. 
Parker Pen Co. 
Pepsodent Co, 
Pompeian Co., Inc. 

R. C. A.-Victor Corp. 

R. J. Reynolds Tobacco Co. 
A. G. Spalding & Bros. 
Stanco, Inc. 

A. Stein & Co. 

Texas Co. 

Vapo Cresolene Co. 
Veldown Company, Inc. 
Wander Co. 

G. Washington Coffee Co. 
L. E. Waterman Co. 

R. L. Watkins Co. 
Western Clock Co. 

W. F. Young Co. 

Zonite Products Corp. 


Liber CY... a weekly for the 


whole family 


PRICED FOR POS'7-DEPRESSION 
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ADVERTISING AGE 


STAGE TWO-DAY 
COMPETITION ON 
FLOWER ACCOUNT 


Detroit, Mich., Oct. 8 — Brooke, 
Smith & French, Detroit, have been 
selected from ten agencies soliciting 
the account to handle the advertis- 
ing of the Florists’ Telegraph De- 
livery Association, Albert Barber, 
the organization’s secretary, an- 
nounced. 


The advertising committee, con- 
sisting of William L. Rock of Kan- 
sas City; Charles H. Grakelow, Phil- 
adelphia; Arthur Leidiger, Milwau- 
kee; Thomas Luke, president of the 
association, Portland, Oreg., and Mr. 
Barber met at headquarters here to 
select an agency. 


“At this meeting,” said Mr. Bar- 
ber, “solicitations were made by ten 
outstanding advertising agencies 
which we had previously selected as 
being best qualified to give us sound 
and constructive recommendations. 


“We were surprised and pleased 
at the uniformly high type of pre- 
sentations made by these competing 
agencies, and by the sound grasp of 
business principles displayed. The 
two days spent by the advertising 
committee in listening to and re- 
viewing advertising agency presen- 
tations were a liberal education in 
modern merchandising and business 
practice.” 


While the Society of American 
Florists has been a consistent adver- 
tiser for seven years, the campaign 
of the Florists’ Telegraph Delivery 
Association is a new one. 

The F. T. D. was formed to super- 
vise telegraphing of orders for flow- 
ers. If a Chicago florist receives an 
order for Los Angeles, he telegraphs 
the order to an F. T. D. member in 
Los Angeles, who makes the actual 
delivery. The Chicago florist trans- 
mits the money to F. T. D. head- 
quarters, which credits the Los An- 
geles member with the amount, less 


Frank F. Kilsby, president of the San Francisco Advertising Club, is pursuing his 
research with new vigor as the club makes tours through industrial plants. Here is Elliott 
M. Cofer, vice-president of Hills Bros., initiating Mr. Kilsby into the mysteries of the 


coffee trade. 


the necessary expenses. 


Under the contract of the “Say 
It with Flowers” campaign, a part 
of the S. A. F. advertising fund is 
devoted to advertising the F. T. D. 
This separate F. T. D. fund consists 
of 12% per cent of all subscriptions 
to the S. A. F. coffers by retailers 
who are members of the F. T. D. 
and from all wholesalers, growers 
and supply houses—in other words, 
from all S. A. F. subscribers except 
retail dealers who are not members 
of the F. T. D. 


Subscribe for Your Own Copy 


dvertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you posted on the 
significant developments in all 
branches of advertising... . 


$1 a Year... 52 Issues 


USE THE COUPON 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. | 
enclose $1 (check, currency, or money order). 
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Sees Community 
Advertising As 
Prosperity Aid 


New York, Oct. 9—Community 
advertising will become one of the 
most important factors in the estab- 
lishment of permanent prosperity in 
this country, Tampton Aubuchon, 
manager of the industrial develop- 
ment department of Henry L. Do- 
herty & Co., asserted in an address 
before the Association of Advertis- 
ing Men Thursday night. 

A substantial part of the eco- 
nomic advancement of the last 20 
years may be attributed to competi- 
tion for industries among different 
cities and states, he suggested. 

“If every city in the country were 
actively engaged in community ad- 
vertising,” he continued, “and in- 
dustrial development work and com- 
petition between them were on a 
plane comparable to the competition 
of commerce, it would have a very 
favorable effect.” 


Open Headquarters 


for New Projector 

Sales headquarters of the Auto 
Cinema Sales Co., Inc., distributors 
in the United States and Canada of 
the Auto Cinema Sound-on-Film Ad- 
vertising Projector, have been op- 
ened at 370 Lexington Ave., New 
York. 

Horace Parker is president and 
A. O. Kellogg and Hans R. Kossman, 
formerly with the Consolidated Film 
Industries, vice-presidents. 


Four Name Hammel 

New accounts of the Hammel Ad- 
vertising Corp., Los Angeles, are: 

Buckley-Lynch Co., publishers; 
Pan Pacific Importers, Ltd., oriental 
paper importers; Dental Appliance 
Co., distributors of Hall Dental Vi- 
brator and Equatherm Units; Elec- 
tro-Therapy Products Corp., Ltd., 
ultra violet lamps and appliances. 

The agency has also resumed the 
account of the Hollywood Dry Corp., 
ginger ale. 


Start Civic Program 

_A weekly radio program, drama- 
tizing events in the city’s history, is 
being sponsored by the Buffalo 
Chamber of Commerce and the Buf- 
falo Broadcasting Corp. Each pro- 
gram will be dedicated to a local in- 
dustry or institution. 


P. W. Schaeffer Dead 
P. W. Schaeffer, general manager 
of the old New York Herald, under 
James Gordon Bennett, died Oct. 4. 


SUES GILLETTE 
FOR $2,000,000 


New York, Oct. 8—Damages of 
$2,000,000 are asked by the Segal 
Lock & Hardware Co., manufactur- 
ers of Segal razors and blades, in a 
suit filed in the United States Dis- 
trict Court at Wilmington, Del., 
against the Gillette Safety Razor 
Co., Boston, alleging violation of the 
Clayton anti-monopoly act. 

The complaint alleges that the 
Segal company entered into an 
agreement last December with the 
Trophy Blade Co., of Michigan, 
under which the latter was to pur- 
chase a minimum of 5,000,000 blades 
a year from Segal for ten years, and 
that if the Trophy company needed 
more Segal was to manufacture a 
maximum of 15,000,000 blades for 
sale and distribution by the Michi- 
gan concern at its option. 

It is further alleged that Gillette 
obtained control of the Auto-Strop 
Razor Co. and Asco, Ince., safety 
razor blade concerns, and, through 
Asco, acquired a majority of the 
capital stock of the Trophy com- 
pany. 

Gillette, it is alleged, then caused 
Trophy to repudiate its contract 
with Segal. 


Hoffmeyer to Los Angeles 

T. C. Hoffmeyer has become na- 
tional advertising manager of, the 
Los Angeles Examiner. He was for- 
merly general manager of advertis- 
ing for the Seattle Post-Intelligencer. 
Charles McMurdy has joined the 
promotion staff. 


New Post for Pinnell 

A. W. Pinnell has joined Sutton 
& Schipper, Inc., New York, indus- 
trial publicity counselors, as man- 
ager of the department devoted to 
publishers’ representation. He was 
formerly with the W. W. Chew Or- 
ganization, New York. 


Heads Representatives 

O. S. Waters, of the Bidwell Com- 
pany, was elected president of the 
Los Angeles Association of Publish- 
ers’ Representatives, succeeding R. 
H. Harkwell, O’Mara & Ormsbee, 
resigned. 


New Bridge Magazine 

The Bridge Magazine, official con- 
tract bridge monthly, has started 
publication in Chicago, with Milton 
C. Work and Charles True Adams as 
editors-in-chief. 


October 10, 1931 


AND NOW MR. KILSBY LEARNS ABOUT COFFEE Ap NEWSPAPERS © 


ON SCHEDULE 
FOR PEPSODENT 


Chicago, Oct. 8—After an absence 
of 18 months, the Pepsodent Com- 
pany returned to the newspapers 
this week with 1,296-line advertise- 
ments, twice weekly, in about 40 
newspapers in 20 cities. The cam- 
paign will run on this basis until 
the first of the year. 

The newspaper advertising, as 
well as the Goldberg radio feature, 
was made possible by an increase in 
the appropriation justified by the 
new product, Pepsodent antiseptic. 
There will be no changes in the radio 
or magazine advertising. 

Ralph D. Allum, Lord & Thomas 
and Logan account executive, said 
the enthusiasm for Amos ’n’ Andy 
as a program and for radio as a 
medium continues unabated, and 
the newspaper copy is looked upon 
as just so much more circula- 
tion. The success of the Amos ’n’ 
Andy program recently led to the 
Goldberg offering, which is now on 
a permanent basis. 


Each Medium Alone 


While the radio, magazine and 
newspaper advertising will employ 
the same themes, there will be no 
other coordination. The initial news- 
paper copy does not even mention 
the radio programs. 

Copy and continuity for all me- 
diums will advertise both the anti- 
septic and dentifrice, with emphasis 
on the former. Copy treatment for 
the antiseptic will follow the ap- 
proved advertising dictum that a 
product is new until two years old. 

The newspaper advertising will 
not be tested except by comparison 
of volume with that of cities in 
which the copy does not run. No 
coupons or samples will be used. 

When the antiseptic was intro- 
duced via radio a full sized bottle 
was offered free with each tube of 
the dentifrice. The response was 
overwhelming, and the offer was 
withdrawn at the end of ten days. 


Free Bicycles 
to Introduce 
New Baker Bar 


New York, Oct. 9—Ten Columbia 
bicycles will be given away each 
week by the Baker Chocolate Co., 
Dorchester, Mass., in a new pre- 
mium offer as part of an intensive 
radio campaign starting next week. 

Twenty-nine stations of the Co- 
lumbia network will be used in a 
coast-to-coast hook-up three times 
each week featuring the new plain 
and almond chocolate bars now be- 
ing introduced. 

During each broadcast announcers 
will tell of the premium offer for the 
10 best letters received each week on 
“Why the Baker Bar is the Best 
Milk Chocolate.” The letters must 
be written on the inside of a label 
taken from a Baker chocolate bar. 

The Baker company is owned by 
General Foods Corp. 


Pierre Resurrects 


“Greenwich Village” 
Greenwich Village, a deceased 
community news review of New 
York has been revived by C. Grand 
Pierre, who will be editor and pub- 
lisher. 
It will be issued monthly. 


Name N. Y. Agency 
The Associated Mausoleums Com- 
panies, Inc., New York, and the 
Chelten Hills Abbey, Inc., Philadel- 
phia, mausoleum builders, have ap- 
pointed the New York agency of 

Small, Kleppner & Seiffer, Inc. 


Made Advertising Manager 
H. G. Crozier has been appointed 
advertising manager of the Empire 


Brass Mfg. Co., Ltd., London, Can- 
ada. 


Cc 


=i ¥ s A " oe : MB; a 2 “24 ss sti ee Bg ee é iy é 
tp TO at J are ae a a E ee yj - # ms a4 x y ‘. 
a Ae : * “ 
“ 
relia + 
Fee 
; Sone pgae PRN 4 rae, a eo 
P bi ; ; : 7 Pree: ‘ 
7 zi a ~ “ 
a — | Ps 7 
¢ . : : 
. he a x ‘haan 
. a _ ae fee ss e F i 
4 Ps ‘ Le een 9 ro cas es 
: ‘ ai £ a 3 ; : gti on ke sas : 
q . ; ae 2 ieee a ry ot ene —_ 
; ‘ F fe AES yeu Cae cpt . a 
5 ‘ . mae aa z An ® . 
- Sines} —_—_—_ gee S je Pa ‘i . ; ~ 
Re | BRR ks ~s [Tae 6, eal 308 es _ » 7 — ; } eS es 
pis hag aes: ca te a. Ps aoe oh ie Be Oe Line Z. 
Sia Se ee a ee eee ae ‘ : , oe 
eee a r ‘ of Sie 28 Se a SSO a el aE eae “4 eat 
prey ae dined ; Se : Sh) Saas eg ~~ = hs a a 
ae —a aS ye ec eee me eee a ws e 4 SS x | 
ear ¥ t iar ayer Y Br sty eS ie ee 4 * is Ad . 
ay 3 3 4 ak3 : Mae ae & Past ae * 2 SS ‘ ow ms | 
oe r <a @ RRS a hae Mere 3 Te. aes oe . eas t ‘gaa ‘ 3 et . ; j 
7 ee ae =" 2 ret ae ee re eee — 
ey 7 eS ™ ¢ ee! a eee ters. ia ~~ ‘ coe 7! J ~ 4 
ioe “i <a * ie 7 “fe t ee re ‘ndtdee ii * A Aig - s _ yy 
cae ‘ S&S i ot - ; pe Be ie a £5 agg , ee 
‘alae ms ty eee at sce yg ae 
eae | : to a PL” ey eS a 4 ; Sé oe. 
4 ~ ee a .) k Ps eg ine ee he ‘ iG % ae . senanlant 
Se One i oe : EN ee « aris age ~ en paca ae a 
este) . Seer ‘i Pe eM beta sire GRRE. Ra ance nS eS 
eee Ras ————— 4 ne ee ‘a Be 
Soe! ph. y — . Le aa y = 
ame ae Age ee Pee a Poi oe | hike . 
naa “a ay ae ee pit een i ae i 
ae a << Co. . ea . \ ‘ 2 
: ; aan Res cig ais U ac? a . 4 
art 2 eae a F ta at fs ES i.” s > «= : 
ra é, + er a x . 
ae 5 is y = —e : 
a ie Fj ? CS Oe, a a a 
5 eau im <i ee. —_ ee! eae , é ie ad 
Sa ee. re . Ang et 
ae ites Weare ca RN a . ‘s : 
Sle grinning ore aa x A Maes ewe * 
ee A. aks esac a a aa i *. ~* 
a ae at et a eed _, ~ : i ’ pee” 
ae = Se Pp a Say os b pie se oy ‘ or . 
ce og a Ey eg a Ely 3 " ea 
os | | e i: 
pices - ae ki * “Ss : " ; 
ae | ee : 3 “— > os 
rune Ps , ; ea St i ee . 
SM in § Pee ee ii Pak “y ear te ei . . 
sein A dl Fe ay ee ee ek oS, eee, 
FC : 
re ee ee a a 
is | 
a Pe 
ee | | 
ee te | 
Ps oi 7 
I a 
Be, f 
rir - 
a | 
ees 7 - - 
: aii | semaneienennnd 
Py | 
i 
ey: 
De: ra 
“Sean 
ee ee 
ee = 
rae 
ae = } 
: 
——————————————————L_—_—_—_——————{—{_$_ $$ $$ —————_—_—_—_—_—_ ae 
- aoe r= | 
Pig | 
heute ee 
ee 
3 | 
een ; 
Ae te | 
; 
ae | 
cae cae Fe 
ae ieee 
a inary 
ae Leo 
Mie Nias 
ear 
St a 
Senn seni = 
WS 
bs Say me ? 
oan i Be 
ae, 5 
ating 
mo Po 
| 
| 
ae 
Sate egee@ee@eeoegseestee@eewswoes 6.998 O29 & 
‘4 OSS SSS S Bw 6.80 ROS. OS | 
vorcce Tere tT tere cek res. 
0 ee a - 
| a | 
> ° - . P 2 ee = Fe : . oe 5 Beene a ES it oes eta) Ch, pe ee 
ite BSR pa st ae ovine epee eed eee. he eae ae, Caan Tae Sr ee ee Oe ef ea eee WP epIN Bh Bigs AON ap sk dam apanene pele a A ee 9 Na gh ge in al gr Rca on i aaa RSS 75 gna “ CT" ee eee I a 
Bo Pes eee ae is a eR a ar oe aan ea! ; Pi ee ies pe cad : 7 Se ae Bpportng ins Jee ze ae Nath mae SR pa oe RA Seng BS ee ailotd ‘ eRe so er 
ial < a a eatie et a, aca hs i et ¥ rere Wi io as swe ne x ¥ yi a - git AS is ile 4 J ha _ onan ee) yee ag ss Sta Ae n A] a PET be Be he Oe ee ee a oe vant Ke a oe ~“e a 
Sa saaeoe apie ee a Sidi Bi ti RR ae ta a8 Be ec ee ee | pee Be iA ee el ee ais)! OR stor) ee EY ee aS Bg Ee Sn ¢ iy Se ERP Ra ones tore ba ledas ie a Se ee ees ~ 
7 f a a oe ee er ae ve Rat cas hg Onn Tie eae Ure eee tral eg aeRO hs tes oh ae hy a BR ace one SL eM geet Re Rae eee Ne Shan SPIRE es ao Re i ei 7 = penaye SEs: Page Nae, eat 3) piccieaueras 
7 : ies iat ih Male ORE AANA Rig S cry Sy sie te Ade a sr Tag Aldea tt Semana ey Po Owed Sa EPS pI eRe G2 Mee euch et tee Ripe a Po Seagal Oe pee eee Seine Oat es : ea eee is eka rae ee Sem 0 eee SS ee Og ae sens em eo a 
Cy pee “ See ae Le ACe SO erie Ba yo ee as ens Co tigi ie ni cana Sige tC a See am Gy 2 ce. ee ge ae a eR errant eee 


1 


October 10, 1931 ADVERTISING AGE 


_ the chatter . ... forget the learned articles . . . forget Our cost-per-page-per-1000 of $1.30 is 55% below the $2.91 
the million opinions about depression, and remember only these which is the average rate of the 17 other leading magazines over a 
two facts, standing crystal clear against a morass of words: million in circulation. 


Now, more than ever, advertisers must aioe 
advertise. dern MODERN 
o 


Now, more than ever, they must advertise 
at lower cost. 


That's where Modern Magazines enter your 
picture, offering a great circulation at the lowest 
cost in the entire field! 


—the most outstanding value in 


If every publisher followed our lead, adver- 
tisers could continue their prosperity-time volume 
of advertising at half the cost. 


Lut whether they follow our lead or not, 
remember that there is one powerful medium, 
one tremendous market which can be had at a 
price in tune with the times— 


MODERN MAGAZINES 


advertising history! | 
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Chicago Manager for 
“Oil & Gas Journal” 


C. R. Farmer has been appointed 
Chicago manager for the Oil and 
Gas Journal, Tulsa, Okla. He has 
represented the paper in the South- 


* west. 


Mr. Farmer succeeds the late L. 
A. deVore. 


Release Test Copy 


The E. H. Brown Advertising 
Agency, Chicago, is releasing a test 
campaign for the X-Zee Products 
Co., Fort Wayne, Ind. Mail order 
publications will be used. 


Barnsdall on Air 


Barnsdall Refineries, Inc., Tulsa, 
Okla., will begin a new radio series 
October 18 over the Columbia Broad- 
casting System. Stanley J. Ehlin- 
ger, Advertising, Tulsa, is in charge. 


Form Catalog Group 


New York printers have formed 
the Fine Catalog Group, with George 
T. Lord, of the Rogers-Kellogg-Still- 
son Co., as chairman. 


Getting Student Trade 
is Mainly a Matter 
of Knowing How 


The principal benefit of college paper 
advertising is the immediate sale of mer- 
chandise to a million consumers at college, 
but in addition there is the benefit obtained 
when these students carry the story of 
— product to general consumers every- 

re. 


For a logical product to gain admission 
to the student market it is only necessary 
that its manufacturer advertise it in the 
student papers at the same time merchan- 
dising it in the right way. But in order to 
find this right way, a prerequisite is an 
intimate knowledge of all the necessities, 
customs, buying habits and oddities that 
enter into the commercial side of student 
life. This specialized knowledge we have— 
greater, we believe, in scope and in power 
to apply it than any other source in the 
country. . 


Write for the 1931- 
1932 Collegiate Sales- 


man, containing a 
complete list of col- 
lege oublications. 


—y 


Collegiate Special Adv. Agency, Inc. 


NEW YORK CHICAGO 
18 East 41at Street 612 N Michigan Ave 


Sell lowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . .. one colo: 

and black in Daily or Sunday news sections 

° four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210.000 Sunday 


2 LET'S NOT GUESS 3 


2 ANY LONGER- ? 


? LET'S FIND OUT! 


Theme finding, copy testing, medie 
selection, test campaigns, performance 
reports — product and method surveys 
—trading areas — buying power in- 
dices — sales control —correlations — 


? 
? 
? 
? 
forecasts—sales analysis—plus the plans ? 
? 
? 
? 
? 


that make all these services practical. 


Booklet describing our methods of 
handling these and other research 
services sent to advertisers or agencies 
on request. 


VYVVVVVNVVV 


WALTER MANN & STAFF 
Graybar Building New Y 


For Dependable 3 
Photostat Service 


F.aA. RUSSO irc. 


230 PARK AVENUE 
60 E. 42nd St. 250 W. 57th St. 
VAnderbilt 3—9975-6-7 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


motor oil and tires. 


NEW PEN END MAKES PARKER SALES 


The _ tapered 
pen end to ac- 
company every 
Parker Duofold 
until Nov. 15 will 
help sell half a 
million pens in 
six weeks, the 
company ¢sti- 
mates, and pave 
the way for sales 
of desk bases. 
Blackett-Sample- 
Hummert, Chi- 
cago, is the 
agency. 


Desk Base—withoul den— 
but includin sper, $2.50 
ond up. 


MONEY, NEEDS — 
IN PITTSBURGH 


Pittsburgh, Pa., Oct. 8—Ninety 
per cent of the families in this area 
have at least one person gainfully 
employed, 68 per cent of the families 
buy nothing on the instalment plan 
and more than 50 per cent of the 
families have from one to five active 
bank accounts. 

These facts, disclosed by the cen- 
sus of Pittsburgh by R. L. Polk & 
Co., Detroit, were presented to the 
Retail Merchants Association of 
Pittsburgh at a special meeting. A 
similar census has just been com- 
pleted in Joliet, Ill., and others are 
under way in Indianapolis and Port- 
land, Oreg. 

Work in a dozen other cities will 
be started before the end of the 
year, in line with Polk’s plan to in- 
terview 11,000,000 housewives in 
1,280 cities, representing 70 per cent 
of the country’s population. 

The Pittsburgh census showed an 
average of 1.12 persons in each fam- 
ily employed; nearly 53 per cent 
have money in the bank and 89 per 
cent are insured, with $4,692 per 
family, believed to be twice the na- 
tional average coverage. 

Of the 32 per cent who do buy on 
instalments, more than half have no 
present debts. 

Of every 100 families in the Pitts- 
burgh area, 35 have no radios; 44 
have no vacuum cleaners; 40 have 
no electric washers; 64 have no 
phonographs; 64 have no pianos; 
and 65 have no automobiles. 

Other points covered were reading 
habits, favorite broadcasting sta- 
tions, preferences on food brands. 


- 


WOMEN’S LEADER 


a 


Elna Engelhardt 


WOMEN’S CLUB 
PICKS STAFF 


St. Louis, Mo., Oct. 8.—Elna En- 
gelhardt, secretary to the general 
manager of the Better Business 
Bureau, was elected president of the 
Women’s Advertising Club of St. 
Louis at the annual meeting, suc- 
ceeding Marian Denyven. 


Other new officers are Evelyn E. 
Powell, Franklin- American Trust 
Co., vice-president; Josephine Dur- 
ham, Stix, Baer & Fuller Dry Goods 
Co., secretary, and Louise Edwards, 
First National Bank, treasurer. 


Committee chairmen were named 
as follows: Program, Ida _ Lee 


price ranges of clothing, percentage 
of purchases made in neighborhood 
stores and preferences in gasoline, 


“Parents’ Magazine” 


Has Anniversary 
The Parents’ Magazine, New York, 
celebrated its fifth anniversary with 
its October issue, a message from 
President Hoover being among those 
received. 
The publication now has more 
than 200,000 circulation. 


McGill Joins Frank 
Henry I. McGill has joined Albert | 
Frank & Co., New York. He was 
formerly in charge of transportation 
advertising for the New York Jour- 
nal and other Hearst papers. 


Publisher Honored 
Junius P. Fishburn, president of 
the Roanoke (Va.) Times-World 
Corp., has been elected vice-presi- 
dent of the United States Chamber 
of Commerce. 


| Gray, 


Pollock, St. Louis Market News; 
educational, Mrs. Frank J. Bruno, 
Monochord; membership, Myrtle 
Lowe, Johnson, Inc.; publicity, Irene 
ADVERTISING AGE; employ- 
ment, Mrs. Daisy D. Worthen, Rex 
Letter Service Co.; 


Attendance, Beatrice H. Adams, 
Ideal Stencil Machine Co., Belleville, 
Ill.; entertainment, Marie Capp, A. 
S. Aloe Co.; publicity for the Better 
Business Bureau, Mary’ Teresa 
Bruns, Business Men’s Association 
of South St. Louis. 


Dodge Loses Frank 


John W. Frank, a vice-president 
and director of the F. W. Dodge 
Corp., publishers of The Architec- 
tural Record, General Building 
Contractor, and other publications, 
died Oct. 7 in his 55th year, in White 
Plains, N. Y. Associated with the 
Dodge company for 16 years he was 
successively treasurer, controller and 


vice-president. 


BRISTOL TALKS 
BUSINESS PRESS 


New York, Oct. 8—Business pa- 
pers were divided into two groups 
by Lee H. Bristol, president of the 
Association of National Advertisers, 
in explaining his views to a repre- 
sentative of the Associated Business 
Papers, Inc. Mr. Bristol recently 
said reduced buying power should be 
reflected in reduced rates. 

His criticism is not directly appli- 
cable, he said, to those publishers of 
business papers who by establishing 
a highly organized editorial service 
make available a circulation of con- 
centrated buying power and create a 
market place of proven value to 
advertisers. 

It does apply to business papers 
whose circulation is carelessly built 
and ineffective and who are contrib- 
uting no real constructive editorial 
leadership to their fields. 

Mr. Bristol agreed there is a dif- 
ference in the effect of present con- 
ditions on the buying power provided 
by mass circulation and by a strong 
business publication reaching a spe- 
cialized industrial or business audi- 
ence. 


Approves Increase 


He cited one case in which a publi- 
cation recently increased its rates 
because of the cost of maintaining a 
highly developed editorial service 
and an exceptionally selective circu- 
lation. This action, Mr. Bristol be- 
lieves, is not incompatible with the 
spirit of his recent statement for 
the A. N. A. 

The measure of the value of ad- 
vertising in a publication, in Mr. 
Bristol’s opinion, must rest largely 
upon the value of the audience which 
that paper creates as a market place 
in which a trade or industry or class 
of business can be reached. 

Such concentrated audiences are 
often maintained at a higher cost in 
periods of poor business than in good 
times. The advertiser does not desire 
to have such a contact with markets 
weakened and can find justification 
in paying full price that such service 
may be maintained. 


Frank Gagen Heads 


Advertising Post 

Frank J. Gagen, of the Equitable 
Life Assurance Society, was elected 
commander of the Advertising Post, 
American Legion, Chicago, Oct. 5. 

John R. Robinson was elected 1st 
vice-commander; Paul P. Arenson, 
2nd_ vice-commander; Edwin D. 
Read, Old Dutch Ribbon Co., 3rd 
vice-commander; Samuel J. Robin- 
son, Atlas-Robinson Co., adjutant; 
and Fred I. Sipp, Hartford Fire In- 
surance Co., treasurer. 

The directors are Charles C. 
Greene, Edmund P. Hayes, James 
E. McNamara, Harry M. Nelson, 
Walter L. Snelling, and Lionel G. 
Thorsness. 


Tells How to Handle 
“The Export Order” 


G. A. F. Raland, export manager 
of the Illinois Iron & Bolt Co., Elgin, 
Ill., has written “The Export Order.” 

Condensed into less than 15,000 
words, the volume is designed as a 
handy primer for every phase of ex- 
port trade. 


Gets Realty Account 


Carroll Dean Murphy, Inc., Chi- 
cago, is directing the advertising of 
the Bills Corporations, Chicago, com- 
prising Bills Realty, Inc., and the 
Bills Securities Corporation. 


Lavin Gets Clark 


Lloyd M. Clark, one time adver- 
tising director of General Motors 
Export Corp., has become an ac- 
count executive with Lavin & Co., 
Boston agency. 


Get Farm Account 


Hughes, Wolff & Co., Rochester, 
will use state farm and dairy papers 
and direct mail for the Atlantic 
Stamping Co., Rochester, dairy 
equipment. 


ABOUT RATES IN | 


PROGRAM, 


RECORDING, 


STATION 
RECOM- 
MENDATION 
AND TIME 
SELECTION 
FOR YOUR 
RADIO 
BROADCASTING — 
ALL 

FROM ONE 
OFFICE 


Centralized Control tends 
to insure perfection in 
broadcasting campaigns 
and economy of operation 
to advertiser and agency. 


SCOTT HOWE BOWEN, INC. 


National Sales Representatives 
1432 Chrysler Building 
NEW YORK 


CHICAGO - OMAHA --~— BOSTON 


KANSAS CITY - DETROIT - SAN FRANCISCO 
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CHEVROLET HAS PHOTOGRAPHIC POSTER 


PHOTOGRAPHIC 
POSTER LATEST 


Detroit, Mich., Oct. 8—The Chev- 
rolet Motor Company and the Gen- 
eral Motors photographic depart- 
ment have created a little history 
in outdoor advertising with a pho- 
tographic poster said to be the first 
of that type in the 24-sheet field. 
The poster won honorable mention 
in the contest conducted by the Chi- 
eago Advertising Council. 

“Watch Me Make It in High,” as 
the poster was entitled, was pro- 
duced by the Edwards & Deutsch 
Lithographing Co., Chicago, from 
material furnished by the Campbell- 
Ewald Company. Instead of a 
hand-painted design, this was sim- 
ply a black and white photograph 
of two persons in an automobile 
ascending a hill. 

The photograph was mounted on 
cardboard and the lettering and 
background, all solids, were sketched 
in by hand. The poster was pro- 
duced by the photographic half-tone 
process for the black, with several 
greys to round out the contours of 
the design, made by hand in the 
usual direct crayon portrait way. 

When the poster went on the 
boards, it resembled a photographic 
reproduction in every respect, being 
a close match of the original design 
sent to Edwards & Deutsch. 


CLIMATE KEY IN 
CIGAR CONTEST 


Jacksonville, Fla., Oct. 8—John 
H. Swisher & Son, producer of the 
King Edward five-cent eigar, are 
executing a flank attack on competi- 
tors with a prize contest for the best 
letters of 200 words or less on the 
advantages of the Florida climate in 
the manufacture of cigars. 


Though Tampa is a noted tobacco 
center, few trade-marked cigars 
come from that or any other part of 
Florida, the King Edward being a 
notable exception. 

The letters must answer these 
questions: 

“1. What is there about Florida’s 
climate that makes it ideal for cigar 
manufacturing? 

“2. What are the advantages to 
the smoker of machine made over 
hand made cigars? 

“3. What are the reasons for the 
steadily growing popularity of King 
Edward cigars? 

“4, Why I want to go to Florida 
for a winter vacation.” 

There are ten grand prizes, in- 
cluding 20 trips to Florida (two for 
each winner); 25 cash prizes total- 
ing $1,000 and 275 merchandise 
prizes of King Edward cigars or 
Florida fruit, at the option of the 
winners. The contest closes Nov. 26. 

C. L. Jaycox, of the Mumm- 
Romer-Jaycox Co., Columbus, O., the 
company’s agency, is one of the 
judges, Mayor Alsop of Jacksonville 
and a local hotel owner being the 
others. 


Frederickson 
Re-elected by 
Specialty Men 


Chicago, Oct. 8—Charles R. Fred- 
erickson, of the American Art 
Works, Coshocton, O., was re-elected 
president of the Advertising Spe- 
cialty National Association at the 
annual convention. The association 
decided to hold the 1932 meeting in 
New York. This will be only the 
second of 29 gatherings held outside 
of Chicago. 

Carroll H. Sudler, Chicago, was 
elected vice-president; J. B. Carroll, 
Chicago, treasurer, and the follow- 
ing directors: 

D. W. Campbell, Hillsboro, Texas; 
A. Selikowitz, New York; R. L. 
Jung, Cincinnati; Theodore R. Ger- 
lach, Joliet, Ill.; Charles B. Goes, 
Jr., Chicago, and A. Van Sledright, 
Grand Rapids. 

Mr. Gerlach was elected president 
of the Association of Advertising 
Specialty Manufacturers, with Mr. 
Carroll as vice-present and these di- 
rectors: William H. Seely, Newark; 
C. E. Erickson, Des Moines; H. E. 
Kranhold, St. Paul; U. Rae Colson, 
Paris, Ill., and Mr. Frederickson. 

Mr. Goes was named president by 
the Association of Advertising Spe- 
cialty Manufacturers-Importers-Job- 
bers, with Mr. Campbell as first vice- 
president; F. A. Schneider, Philadel- 
phia, second vice-president, and A. 
W. Myers, Pittsburgh, third vice- 
president. The directors are E. 
Wiebush, New York; Charles Burk- 
holder, San Antonio, and Messrs. 
Sudler, Jung, Selikowitz and Van 
Sledright. 

Miss Marion Stout is secretary of 
all three groups. 


Made District Manager 

R. N. McCarty, recently with 
WKRC and former head of the R. 
N. McCarty Advertising Agency, 
Detroit, has been appointed man- 
ager of the Buffalo office of the 
Bureau of Broadcasting. 


Has Chicago Agency 
The Munising Paper Co., Munis- 
ing, Mich., manufacturer of Caslon 
Bond, has retained the Dunham- 
Younggreen-Lesan Co., Chicago. 
on and trade papers will be 
used. 


Quebec Publisher Dead 

E. T. D. Chambers, co-founder of 
the Quebec Telegraph and former 
editor of the Quebec Chronicle, died 
in his 80th year Oct. 5 at Grand 
Alelee, Quebec. 


Heads Florida Council 

Alfred I. du Pont has been elected 
president of the Florida National 
Advertising Council, which is plan- 
ning national advertising for the 
state. 


Post with Daily 
A. E. Post, formerly with the 
Conner Advertising Agency, Denver, 
has become advertising manager of 
the Fort Collins (Colo.) Leader. 


Hunter Passes at 60 
Robert P. Hunter, 60, for 15 years 
advertising manager of the Amer- 
ican Stores Co., Philadelphia, died 
in a hospital there Oct. 4. 


R. E. Turner Dies 


Robert Edwin Turner, 69, general 
manager of the Virginian-Pilot, 
Norfolk, Va., died Oct. 2, following 
a long illness. 


E. H. Collins Dead 


Edward Heisler Collins, who re- 
tired three years ago from the ad- 
vertising staff of the Curtis Publish- 
ing Co., died in his 71st year Oct. 4 
at his home in Philadelphia. 


Dormeyer Picks Ludgin 

Earle Ludgin, Inc., Chicago, has 
been appointed the advertising 
agency of the A. F. Dormeyer Mfg. 
Co., Chicago, electric food mixers. 
General and trade magazines, with 
direct mail, will be used. 


START ENDLESS 
COUPON CHAIN 


Boston, Mass., Oct. 8—The person 
who succumbs to the publication ad- 
vertising of the Pepperell Mfg. Co., 
and returns the coupon in order to 
get a copy of the Pepperell book- 
let, “Spend and Grow Rich,” starts 
what often proves to be an endless 
chain of similar requests. 

On the inside front cover of each 
booklet appears a coupon requesting 
the reader to write the name and 
address of a friend and return the 
coupon to the company. 


If she accedes to this request, the 
friend also receives the booklet, in 
many instances showing her appre- 
ciation by utilizing the coupon to 
provide the company with the name 
of another prospect. 

The company reports that surpris- 
ing results have attended this little 
plan, an added circulation of many 


thousands of booklets being secured. | 


The book, containing 32 pages, is 
offered through copy in Collier’s, 
McCall’s and the Ladies’ Home 
Journal. 


Simmons-Boardman 
Groups Reorganize 


Following the death of Col. E. A. 
Simmons, president of the Simmons- 
Boardman Publishing Co., New 
York and Chicago, subsidiary com- 
panies have reorganized. 

S. O. Dunn becomes president and 
Henry Lee chairman of the Amer- 
ican Builder Publishing Corp.; Mr. 
Dunn chairman and Mr. Lee presi- 
dent of the Simmons-Boardman Pub- 
lishing Co., and Mr. Lee president 
of the House Furnishing Review Co. 

No new officers will be elected for 
the holding company for the present, 
out of respect to the late chief. 


Plan Grocery Meet 


The 23rd annual convention of the 
Associated Grocery Manufacturers 
of America will be held at the Wal- 
dorf-Astoria Hotel, New York, No- 
vember 19-20. A new feature will 
A executive sessions for members 
only. 


In Retail Field 


A. V. North, formerly with the 
Meyer-Both Co., has become adver- 
tising manager of Gladding’s, Provi- 
dence department store. 


Expand Offices 


Van Sant, Dugdale & Corner, 
Baltimore agency, have taken larger 
space in the Court Square Building 
and rearranged the layout. 


An Entire Ma 


Schedule Canc 


Except 


Publication! 


HERE aren’t many magazines that produce 
such unique results that advertisers can do 


what a certain advertiser did 


company changed its advertising policy, rad- 
ically. It abolished its space advertising, almost 
entirely and turned its entire appropriation over 
to a totally different medium of publicity. 

But the advertising department made one 
exception. One magazine alone was left on the 


schedule—Extension Magazine. 


magazine which, in the opinion of this firm, 


could not be dispensed with. 


This opinion is not unique. Extension Maga- 
zine has another distinction. It is not merely 
indispensable” on many lists—it is the 


the only “ 
only magazine which, in the first 


1931, more than doubled its lineage for the cor- 
responding period of 1930.* With few excep- 


tions, all other magazines were 


ground. The exceptions were able to do little 


more than hold their own. 


There’s only one reason for Extension Magazine’s 
spectacular record. That lies in the unique position that 
it holds in the enormous eleven-billion-dollar Catholic 
market. Here at last is a magazine which combines the 
wide circulation of a mass publication with the direct 
appeal which only a class publication can wield. More 
than that, Extension Magazine provides a direct intro- 


duction for you to one of the biggest 
in the world. 


Extension Magazine. 
reaching this giant market, which, 


advertisers have already found, produces immediate, 


traceable returns. 


Let us tell you about this plan. Let us show you 
what your share of the eleven billions of dollars, annu- 
ally spent by Catholic institutions and Catholic fam- 
ilies, is. Just clip the coupon at the bottom of this page. 
We'll be happy to send you the facts you want and 


need, in return for it. 


*PRINTERS’ INK Statement Of Advertising 


Lineage. 


360 No. Michigan Ave. 


The Catholic institutions spend 1250 
million dollars every year. And almost every Catholic 
institution has a direct allegiance to the Extension 
society, to its organ, the Extension Magazine, and to 
the Extension Magazine’s advertisers. 

There is still another factor—the new Merchandising 
Plan which Extension has worked out. No organization 
is as well-placed to interpret the Catholic market in 
terms of sales for you as is the merchandising staff of 
We have produced a plan, in 


Extension 


Magazine 


The National Catholic Monthly 


10 Chicago, Ill. | 


Dept. M- 


One 


recently. This 


It was the one 


nine months of 


actually losing 


sazine 


elled... 
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é 
| Hugh J. Blakely, Advertising Director, 1 
| Extension Magazine, 360 N. Michigan Ave., | 
| Dept. M-10, Chicago, Illinois. | 


Please send me a copy of your booklet “A Lift To | 
with complete info 
| ransine and its position in the Catholic market. 


rmation concerning Extension | 
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Candy Copy to 
Feature Prices 
of 20 Years Ago 


New York, Oct. 8—“Back to the 
Prices of 20 Years Ago” is the 
theme of a national campaign by the 
Walter M. Lowney Co., Boston, soon 
to break with color pages in The 
American Weekly and color spreads 
in the Saturday Evening Post. The 
campaign will feature Lowney 
American Beauty Chocolates. 

The company recently became a 
division of Candy Brands, Inc., of 
Boston and Brooklyn. Other com- 
panies in the group include E. 
Greenfield & Sons, manufacturers of 


Chocolate Sponge, now being fea- 
tured in a national advertising cam- 
paign; the Samoset Co., and the 
Repetti Co. 

Candy Brands, Inc., also is spon- 
soring the Candy Brands Institute 
with Ida Baily Allen, noted food 
consultant, in charge. 

The New York agency of Hanff- 
Metzger, Inc., is advertising coun- 
sel for all divisions of Candy 
Brands, Inc. Huber Hoge is account 
executive. 


“Life” Appoints Lowe 

Joseph A. McDonough, eastern ad- 
vertising manager of Life, an- 
nounces the appointment of Melville 
M. Lowe to the advertising staff. 
Mr. Lowe has been with the New 


York office of the Chicago Tribune. 


Urges Co-operation 


Between Two Mediums 
Magazines and newspapers should 
co-operate more closely in insuring 
he success of advertising campaigns, 
Damon E. Walke, assistant Pacific 
Coast sales manager of General 
Foods Sales Corp., told the Publish- 


ers’ Representatives’ Association, 
San Francisco. 
Simmons-Boardman 


Sell “Airway Age” 
The Simmons-Boardman Publish- 
ing Co., New York, has sold Air- 
way Age to Harry Schwarzschild, 
publisher of Airports and Aviation 
Engineering, Flushing, L. I. 
The paper will be consolidated 
with Aviation Engineering with the 
November issue. 


Ross Publisher of 
“New Orleans States” 


Walker Ross, editor of the New 
Orleans States, has also been named 
publisher by the heirs of the late 
Robert Ewing, succeeding James L. 
Ewing, who becomes president of the 
Daily States Publishing Co. 

Mr. Ross started with the paper 
46 years ago as copy holder. 


Catholic Press in 
Advertising Clinic 
The first annual clinic of the Ad- 
vertising Bureau of the Catholic 
Press Association will be held in 
New York Oct. 16, C. M. Becker of 
the Brooklyn Tablet, being in charge. 
James O’Shaughnessy will be the 
chief speaker. 


The 3" dimension 
of circulation 


Ask for 


We shall be pleased to send information about “The 
Third Dimension of Circulation”, together with ex- 
periences of national advertisers who are benefiting 
by the exceptional responsiveness of this publica- 
tion. Or ask for representative to call. 


More Facts 


lf value of circulation were measured only 
by one dimension—Circulation Units—all 
circulation would be worth about the same per 
thousand readers. Another essential measure 
of circulation value, however, is the Buying 
Power of those readers—the second dimen- 


sion of circulation. 


More important, even, than those two factors 
is the third dimension— Advertising 
Response. Those readers are most valuable 
whose lively interest in a publication extends 
not only to its editorial but to its advertising 
columns ... whose preference for the goods 
advertised in those columns leads them to seek 
out the merchants who offer those wares. 


By the demonstrated value of its circulation, 
when measured by the third dimension, 


Advertising Response, 


Science Monitor has 


The Christian 


profoundly impressed 


advertisers the world over. Hundreds have com- 


mented on the extraordinary response to 


Monitor advertising. 


acceptance; it is an active demand. 


It is more than passive 
It is un- 


doubtedly one of the reasons why the adver- 
tising lineage in the Monitor has grown steadily 
. . why, this year, many new national advertisers 
have begun to use the Monitor for the first time. 


THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR THE HOME 


Published by The Christian Science Publishing Society . . . . 


New York City, N.Y. _ Kansas City, Missouri 
270 Madison Avenue 405 Nat. Fid. Life Building 
3-101 Soe eee belidios Siete 
- era 
BRANCH 4 Chicago, Illinois Los Angeles, California 
jo, in ’ 
ADVERTISING 1058 McCormick Building 210 West Seventh Street 
OFFICES St. Louis, Missouri Seattle Wettoee 
1775 Railway Exchange Building 350 Skinner Building 
L 


107 Falmouth Street, Boston, Massachusetts 


London, England 
1 & 2, Adelphi Terrace 
Paris, France 
3, Avenue de l'Opera 
Berlin, Germany 
Unter den Linden 59A 


Florence, Italy 
Via Magenta Ii 


Miami, Florida, 1229 Ingraham Building 


NEW TREASURER 


Dorothea Mattes, of Stephen F. 
Whitman & Son, Philadelphia, has 


been appointed treasurer of the 
Philadelphia Club of Advertising 
Women to fill a vacancy. 


Sphinx Club 
Belies Name at 
200th Meeting 


(Picture on Page 16) 

New York, Oct. 8—The Sphinx 
Club and the Waldorf-Astoria Hotel, 
which were boon companions in the 
old days, renewed their fellowship 
last week, the occasion being the 
200th dinner of the advertising or- 
ganization and the opening of the 
new hostelry to an admiring public. 

Sixteen men met at the Waldorf, 
as it was then known, on July 14, 
1896, to discuss advertising prob- 
lems. Out of this came the Sphinx 
Club, with the slogan, “Honesty in 
Advertising.” 

The club met regularly at the 
Waldorf-Astoria five or six times 
a year, the last dinner just prior 
to the closing of the old house being 
the 199th. It was voted not to meet 
again until a new Waldorf-Astoria 
should be ready to house the gather- 
ing. 

It was in this setting and under 
these conditions, that the 200th 
dinner was staged. Ray Perkins, of 
the National Broadcasting Co., was 
master of ceremonies. Every branch 
of the advertising profession was 
represented by 700 guests, including 
many of the gentler sex. 

Among the guests of honor were 
Gilbert T. Hodges, president of the 
A. F. A.; Hil Best, president of the 
Six Point League; J. Noel Macy, 
first vice-president of the New York 
State Publishers Association; Leon- 
ard Omerod, president of the Poor 
Richard Club, Philadelphia; Lee H. 
Bristol, president of the A. N. A.; 
O. C. Harn, managing director of 
the A. B. C.; John Benson, Four A’s 
chief; Dorothy Crowne, president of 
the League of Advertising Women 
of New York; the redoubtable 
Charles E. Murphy, and many 
others of prominence. 

R. F. R. Huntsman, publishers’ 
representative, has been president 
of the Sphinx Club for four years. 


Industrial Bankers 
Test Power of Radio 


A test radio campaign will be 
started Oct. 20 in New England by 
Industrial Bankers, Inc., subsidiary 
of the Beneficial Management Corp. 

Lyman, Irish & Co., Ine., New 
York, handle the account. 


Get Glass Account 
The Glass Container Association, 
New York, has placed its account 
with James F. Newcomb & Co., New 
York. W. W. Keiser is account 
executive. 


“Iron Age” Appoints 
The Iron Age, New York, has ap- 
pointed H. K. Hottenstein Western 
manager. 
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DRUG STORES 
SHOGK TROOPS, 
SAYS ALDERSON 


Gan Create Demand for Almost 
Anything 


Detroit, Mich., Oct. 8—Since the 
prescription-filling capacity of 
American drug stores is more than 
ten times as great as the demand, 
these stores must expand rather 
than limit their merchandising ac- 
tivities, Wroe Alderson, of the De- 
partment of Commerce, told the Na- 
tional Association of Retail Drug- 
gists here last week. 

Mr. Alderson’s address was based 
largely on the drug survey which 
has been in progress in St. Louis for 
six months. 

“Although the drug store does 
carry a long list of items,” Mr. Al- 
derson pointed out, “they are still 
relatively concentrated in relation 
to the character of needs they serve. 
On sundries falling outside of the 
natural sphere of the drug store, it 
may reasonably be maintained that 
the store performs a real service to 
other outlets rather than offering 
dangerous competition. 

“If a product has sufficient novelty 
or merit to be demanded as soon as 
it is generally seen, drug stores can 
rapidly create a market for it. In 
all probability, the drug store will 
not handle the greatest volume of 
such products once demand is estab- 
lished. The drug store is thus en- 
gaged in creating staple demand for 
other retail outlets.” 

Mr. Alderson said the St. Louis 
survey showed that drug store man- 
ufacture of ingredients used in fill- 
ing prescriptions has _ practically 
ceased. 


Opposes Manufacturing 


“If the druggist has found it 
profitable to relinquish manufacture 
in the field where his technical train- 
ing lies,” said he, “it seems strange 


Ubiquity 


Here is one of the many 
reasons for the ubiquity of 
the Fairchild Publications in 
every branch of the textile, 
apparel and related indus- 
tries: “I enjoy your magazine 
so much that I want you to 
send a sample copy to each 
of the following ..... ” 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, Il. 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to lie idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices. 


AJAX PHOTO PRINT CO., 33 W. Adams St, Chicage 


JUDGED BY THE 
FIRMS WHO USE 
HIS WORK 


a 


29 QUINCY ST CHICAGO 
HARRISON 32@ 


ASKS FOR HELP 


“T’ll see it through if you 
will.” 


that he should consider manufactur- 
ing in other directions. 

“Several opportunities are being 
offered the retail druggist again to 
become a manufacturer. In consid- 
ering them the druggist must decide 
whether the apparent increase in 
gross profit is going to justify the 
inevitable increase in overhead and 
the divided attention which may 
make him a less efficient merchan- 
diser. 

“Price has been emphasized as a 
central factor in drug store mer- 
chandising. We are finding consid- 
erable evidence in St. Louis that 
special sales and cut prices are los- 
ing some of the appeal which they 
formerly held for the consumer. 

“The trend is likely to be toward 
the lowest prices which can be regu- 
larly and profitably maintained with 
less emphasis on cut prices which 
last for only a single week or per- 
haps for a single day. Advertising 
is likely to turn again to the novelty 
elements and intrinsic interest in 
merchandise for selling points.” 

Mr. Alderson urged the druggists 
to adopt open display, which allows 
consumers to sell themselves, assert- 
ing this method is psychologically 
sound. 

“The cost of carrying inventory in 
the retail drug store is a big item,” 
he pointed out. 

“Where turnover is only three or 
four times a year, interest on inven- 
tory investment may throw impor- 
tant items in the ‘red.’ Special in- 
ducements for carrying a heavy 
stock should be carefully examined 
in the light of their effect on inven- 
tory carrying charges. 

“On the other hand, overemphasis 
of turnover is leading some drug- 
gists to a policy of purchasing many 
items a single unit at a time. It ap- 
pears likely, from information now 
in hand, that this practice will be 
found costly and unprofitable.” 


Printers Merge 


The Kellow-Brown Co. and Fran- 
cis H. Webb., Inc., engravers and 
printers of Los Angeles, have 
merged under the name of the 
former. 


Agency for Utility 
Donahue & Coe, New York, have 
been appointed the agency for the 
Utilities Power & Light Corp., in- 
ternational holding company. 


Expand Marketing 


Iliff Simpson has joined the mar- 
keting division of Albert Frank & 
Co., New York. This division is be- 
ing expanded. 


Release Studio Copy 
The E. H. Brown Advertising 
Agency, Chicago, is releasing a 
newspaper schedule for the Henri 


Ask Publishers 
to Give Space 
to Relief Copy 


New York, Oct. 8—A. C. Pearson, 
president of the National Publishers 
Association, has asked every pub- 
lisher in the United States to donate 
space for a 560-line advertisement 
in anticipation of a national drive 
for unemployment funds Oct. 19- 
Nov. 25. 


Those who have not received the 
copy and mat may secure them from 
the N. P. A. at 15 West 37th street, 
New York. 


The copy is being sent out at the 
request of Owen D. Young, chair- 
man of the committee on mobiliza- 
tion of relief resources, and Walter 
S. Gifford, director of the president’s 
organization on unemployment relief. 
The copy pictures a smiling work- 
man saying, “I’ll see it through if 
you will.” 

The copy asks the reader to sup- 
port local welfare and relief organi- 
zations, there being no national fund. 
Mr. Pearson said a committee will 
shortly be appointed to indicate 
other ways in which publishers can 
be of service. 


00-OPERATIVE 
CAMPAIGN RUN 
BY 7 HOTELS 


Chicago, Oct. 8—Portrayal of Chi- 
cago in a favorable light is the ob- 
jective of a series of newspaper ad- 
vertisements sponsored by a group 
of seven leading loop hotels. For the 
present, publication of the advertise- 
ments will be limited to Chicago 
newspapers, but leaders of the group 
anticipate the eventual extension of 
the publicity to out-of-town news- 
papers. 


Hotels comprising the group spon- 
soring the advertisements are the 
New Hotel Bismarck, Congress Ho- 
tel, Hotel La Salle, Morrison Hotel, 
Palmer House, Hotel Sherman and 
the Stevens Hotel. Indicative of the 
excellent hotel accommodations in 
Chicago, these seven alone provide 
more than 12,000 rooms with bath. 

The first of the advertisements 
calls attention to the city’s autumn 
ascendancy as “the football capital” 
of the country. The Chicago game 


schedule for the Northwestern, Notre 
Dame and Chicago Univerrities’ 
football teams is given against an 
action-filled picture of Soldier Field 
Stadium. 


Chicago Attractions 


Other advertisements in the series 
of seven thus far prepared will fea- 
ture the new $3,000,000 Shedd 
Aquarium, the Adler Planetarium— 
“Cathedral of the Skies”’—the new 
Civic Opera, the great world’s fair 
site, the Merchandise Mart, and 
many other magnets of interest. The 
series will also show Chicago’s pre- 
eminence among amusement centers 
by virtue of its lighter show places, 
its magnificent movie theaters. 


“Our purpose primarily,” said 
Leonard Hicks, chairman of the ex- 
ecutive committee of the Chicago 
Hotel Association, “is to make it 
known to just as many of the million 
or more readers of Chicago news- 
papers as may be reached through a 
sustained series of advertisements 
that a great world fair will surely 
be held here in 1933. 


“Also, that Chicago, today, offers 
more to see and more to do than any 
other big city in America and, in 
addition, that it has seven of the 
finest hotels in the world to accom- 
modate visitors.” 


The 


onthl 
NATIONAL 


NATIONAL DISTRIBUTION 
FAVOURABLE RATES 
BONUS CIRCULATION 


T° put a bin sary as briefly as we can, The West- 
onthly is now offering thenational 
advertiser the most complete and economic Coast-to- 
Coast coverage available in the Dominion of Canada. 
For over 31 bse The Western Home Monthly has 
ing magazine in 
now “The Monthly” enters the Eastern Canadian 
field, with a proved superior reader-interest and a 
tested advertising influence second to none. 
More than two in every five families in urban West- 
read “The Monthly" regularly. And 


ern Home 


been the lea 


ern Canada 


A FEW O 


ard for enter- 
taining fiction 
and **meaty"’ 
articles, its sound 
editorial discus- 
sions, itsspecial de- 
partments for every 
member of the family 
and the attractive ad- 
vertisements through- 
out its pages all play a 
part in securing and 
maintaining the superior 
position of this great home 
magazine. 


MONTHLY'S” LEADING 


Sir John Martin Harvey 
Peter B. Kyne 

Nellie L. McClung 
Laura Goodman Salverson 
Octavus Roy Cohen 

Louis Arthur Cunningham 
Bernard J. Farmer 


Charles W. Gordon 


J. Paul Loomis 


F “THE \_ than 


CONTRIBUTORS oi Cheon le pe 
James Oliver Curwood Oct, 1 4! 931... 115,000 $1.00 

“Th 7 . . change) 
Monthly's" Francis Dickie April 1, 1932... 145,000 1.25 
high stand- A. J. Dalrymple Oct. 1, 1932... 180,000 1.50 


(Ralph Connor) 
Sir Gilbert Parker 


Constance Travers Sweatman 


their proved individual 
de corresponding figure for the United States! 


Now Look at the Figures 


(colour rate similarly 
adjusted) 


Here is the most unusual opportunity in 
years for national advertisers — to secure at 
exceptionally favourable rates a first-class 
nation-wide circulation with a substantial 
free bonus of advertising messages. Each 
month the circulation will increase. $1.00 


Lannart Studios, Chicago. 


HE WESTERN 


ME MONTHLY 


PUBLISHED AT WINNIPEG 


EASTERN OFFICE: 415 TORONTO HARBOUR COMMISSION BUILDING, TORONTO, ONT. 
WESTERN OFFICE: 713 HEARST BUILDING, SAN FRANCISCO, CALIF. 


CANADA'S GREATEST MAGAZINE 


CONSULT YOUR ADVERTISING AGENCY, 
OR WRITE THE PUBLISHERS DIRECT 


Western Canada. And 


urchasing power is higher 


per line from now and including 
March, 1932, while the figures climb 
from 115,000 to 145,000, A.B.C. 
$1.25 per line from April, 1932, 
until September, 1932, while the 
figures climb from 145,000 to 
180,000, A.B.C. Contract now 
for this A-1 bargain in first- 

class advertising space. 
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And it’s great to have satis- 
faction with the quality you 
bought at the price your 


competitor gladly pays «¢ ¢ ¢ 


LIFE MEN WIN 
RECOGNITION AT 
TORONTO MEET 


Toronto, Canada, Oct. 8.—Sweep- 
ing changes were made in the line- 
up of the Insurance Advertising 
Conference at the ninth annual con- 
vention to meet demands of life in- 
surance members, who have long 
contended they have little in com- 
mon with the fire and casualty 
group. 

To meet these objections, it was 
decided to allow the life men to elect 
their own officers, in addition to 
those selected for the general organ- 
ization. 

Bert N. Mills, of the Bankers Life 
of Iowa, Des Moines, was elected 
president of the I. A. C., with Nel- 
son A. White, of the Provident Mu- 
tual Life, secretary, and Charles E. 
Fleming, Life of Virginia, treasurer. 

The life group picked H. K. 
Mathus, of the Connecticut Mutual, 
as its vice-president; Bart Leiper, 
Pilot Life, secretary-treasurer, and 
E. A. Brock, Great West Life and 
E. P. Herrmann, Lincoln National, 
as the executive committee. 

The casualty group elected Stan- 
ley F. Withe, of the Aetna compa- 
nies, Hartford, Conn. 

Old Point Comfort, Va., will prob- 
ably be the scene of the 1932 con- 
vention. 

Walter P. Burns, of the Bureau of 
Advertising, American Newspaper 
Publishers Association, New York, 
made a rousing plea for more insur- 
ance advertising. George H. Harris, 
of the Sun Life, Canada, said $5,- 
000,000 will be spent for insurance 
advertising in 1932. He urged adop- 
tion of a co-operative campaign. 

Thomas P. Hanley, of the Na- 
tional Bureau of Casualty and 
Surety Underwriters, urged the as- 
sociation to put its efforts behind a 
Safety Week in 1932 to stem the toll 
from motor accidents. 


Day for Each 


During this week, the insurance 
idea would be sold by a health day, 
a fire day, an accident day, and 
so on. 

C. E. (Tex) Rickerd, advertising 
manager of the Standard Accident, 
Detroit, and former president of the 
I. A. C. appeared at the convention 
with a bride, whom he acquired 
Oct. 1. 

Winners of the coveted awards 
offered annually by the Conference 
for excellence in insurance advertis- 
ing were announced at the opening 
session. 

The three major prizes were won 
by the following companies: 

The I. A. C. Trophy, for general 
excellence in material submitted, 
Boston and Old Colony Company, 
Boston; honorable mention, Aetna 
Casualty & Surety Co., Hartford, 
and Great West Life Assurance Co., 
Winnipeg, Canada. 

The Conservation Cup, for the 
best printed piece or series of pieces 
created to encourage conservation of 
business, Prudential Insurance Com- 
pany of America, Newark, N. J.; 
honorable mention, Northwestern 
National, Minneapolis, and Connec- 
ticut Mutual Life, Hartford. 

The Rough Notes Placque, for the 
best advertising in insurance trade 
journals, Springfield Fire and Ma- 
rine Insurance Company, Spring- 
field, Mass.; honorable mention, 
America Fore, New York, and Fidel- 
ity & Deposit, Baltimore. 

Other awards were made as fol- 
lows: 

Best house organ, Connecticut 
Mutual; fire and casualty group, 
Standard Accident. 

Best single folder, Equitable Life 
Assurance Society; fire and casualty 
group, Aetna Casualty. 

Best series of folders, Boston In- 
surance Co.; life group, Connecticut 
Mutual; fire group, American Insur- 
ance Co. 

Best posters and window display, 
Liverpool & London & Globe; best 
field service material, Standard Ac- 


(Continued on Page 15) 
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KOBAK OUTLINES 
McGRAW-HILL’S 
SALES POLICIES 


Chicago, Oct. 8.—Edgar Kobak, 
vice-president of the McGraw-Hill 
Publishing Company, New York, 
explained the sales policies of the 
company at today’s meeting of the 
Chicago Advertising Council. He 
discussed the equipment an adver- 
tising salesman should have to serve 
the buyer, and insisted that these 
salesmen need the same support of 
advertising furnished their men by 
manufacturers. 

“We believe in backing up our 
salesmen with advertising,” he said. 
“The McGraw-Hill company spends 
between 8 and 9 per cent of its gross 
income for advertising. Since the 
depression has been on, we have in- 
creased the percentage spent for 
advertising, and largely as a result 
our sales expense has dropped, in 
the face of a reduction in total sales 
volume. 


“Our advertising expenditures ag- 
gregate more than $1,000,000 a year, 
and include publication, direct-mail 
and other forms of advertising. We 
spend $400,000 a year for direct 
mail in subscription selling. The 
McGraw-Hill Book Company spends 
$250,000 for publication and direct 
mail advertising. 


“We believe in advertising our 
individual publications, just as a 
manufacturer advertises his separate 
products. 


“The test of whether a man be- 
lieves in advertising is whether he 
actually uses it, and we _ believe 
sellers of advertising should practice 
what they preach.” 

In his analysis of the equipment 
of the successful advertising sales- 
man, Mr. Kobak checked the meth- 
ods of his own company, and said 
the same general plan is followed 
by other organizations selling space 
or service to advertisers. The re- 
quirements include the following: 


Code for Salesmen 


The salesman must know the field 
of his publication and the market it 
serves. He must know his medium 
thoroughly, and also have adequate 
information about the company as a 
whole. He must know general com- 
pany policies. 

He must have a knowledge of mar- 
keting and a knowledge of adver- 
tising. He must do his share in 
group work and know how to co- 
operate. He must have ideas and 
imagination, and be able to use 
strategy in selling. He must know 
how to use the copy service depart- 
ment on the right basis. 

Gossiping is not tolerated, neither 
gossip within the organization nor 
about advertisers. The salesman 
must be a student, and read and 
study constantly. 


McGraw-Hill, Mr. Kobak said, be- 
lieves in unrest in its sales terri- 
tories, and shifts its men to keep 


WIN INSURANCE 
COPY PRIZES 


(Continued from Page 14) 


cident; greeting cards, Provident 
Mutual; novelties, Protective Life; 
calendars, Great West Life; blotters, 
Aetna Casualty; campaign promo- 
tion material, Equitable Life. of 
Iowa; promotion of local advertis- 
ing by agents, Boston Insurance Co.; 
best sales presentation material, 
Jefferson Standard; agents’ instruc- 
tion material, Monarch Life; 

Best leaflets and post cards, Con- 
necticut Mutual; booklets, Provident 
Mutual; direct mail to secure new 
agents, Equitable Life of Iowa; 
company literature, American In- 
surance Co.; agents’ helps, South- 
land Life; broadsides, Reliance Life; 
sales letters, Standard Accident; 
policy jackets, Imperial Life. 


fresh ideas flowing through the busi- 
ness. 


The salesman must know how to 
sell the man higher up, but must 
not go over the head of the adver- 
tising manager except under special 
conditions. He must make regular 
daily reports, as a check on himself 
as well as for the information of 
the company. 


He must keep advertisers sold by 
regular contacts. He must be willing 
to work on small accounts as well 
as large ones. He should encourage 
advertsiers to call at publication 
headquarters to see how the publica- 
tions are produced. 


He must not spend too much time 
with friendly accounts. He must 
know how to handle himself per- 
sonally, so as not to reflect discredit 


on himself or his company. He must 
be a gentleman. He must have no 
side-lines. He must plan his work 
and work his plan. 

“The advertiser,” said Mr. Kobak 
in closing, “can use the advertising 
salesman to greater advantage, after 
he realizes that he actually has 
something on the ball.” 


Open Boston Office 


Outdoor Advertising, Inc., has 
opened district offices in Boston, 
taking over the national sales offices 
of John Donnelly & Sons. 


Advertise Portraits 


The United Portrait Co., Chicago, 
has placed its advertising with the 
Kirtland- — Co., sence agency. 


“Smoke Fund” Basis 


for Western Drive 

Salt Lake City, Utah, Oct. 8 
—Owen Woodruff is urging lo- 
cal residents to create an estate 
with the money they have been 
spending for tobacco. 

Poster copy and direct mail 
are used in the campaign, fea- 
turing the “Smoke Fund” and 
Fundamental Trust Shares. 


Coolidge on Air 


In behalf of the New York Life 
Insurance Co., of which he is a 
director, ex-President Calvin Cool- 
idge made a radio address extolling 


the merits of insurance October 6. 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


SERVICES 

Sales letters drafted to fit your 
specific sales problems by a man of 
17 years national experience in 
analyzing merchandising opportuni- 
ties—with a knowledge of how to 
secure the cooperation of dealers 
and salesmen. Carter Holland, 1717 
Park Avenue, Indianapolis, Ind. 


Serving the . 
vastly Major 
Market of the 


simpler reading taste 


NEW YORK 
Graybar Bldg. 


Lowest ‘Rates. ... of Seasoned 
Monthly Magazine Coverage! 


Romantic Minded 
means beauty conscious 
plus the mood for 


cosmetic influence 


Asked for at 25c Ask for at 25¢ Asked for at 25¢ 
per copy since per copy since per copy since 
December 1925. September 1923. February 1924. 
Magazine rates are coming down, — operating economies are in order. Eliminating all individual 


selling costs on our well entrenched 25c per copy entertainment magazines enables us to serve you with 
a rate per page based on guarantee of $1.84. Bonus based on six months ending June brings this to $1.58. 
Never have basic advertising costs for reaching this cosmetic-minded reader market been so low. All 
three magazines are available for the price you paid last Spring for True Romances alone. These maga- 
zines are sold to the reader, — not to the dealer. All unsold copies fully returnable. 


THE ROMANCE GROUP 


CHICAGO 
333 N. Michigan: 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


ADVERTISING MEN AND WOMEN TURN OUT IN FORCE FOR 200TH DINNER OF SPHINX CLUB (Story on Page 12) 


FLOWER EXECUTIVE PLANS MEETING HEADS MERGER 


Albert Barber,secretary of the | Russell N. Lockwood, of the [eon Livingston, San Francisco, 


Florists’ Telegraph Delivery poe gets ye = hg y — who has absorbed the Harry Ber- 


Assn., which will start cam- meeting’ of Pacific Coast agencies covich Agency, Mr. Bercovich be- 
paign. (Story on Page 8) Nov. 4-6. coming vice-president. 


MAY BE BOTTLES OF THE FUTURE 

Taking a look in the future, the studio of Martin Ullman, 
New York, produced these bottles. One is hard to knock over. 
The other simplifies pouring. Both have plenty of space for 
labels. 


_ — 


SPUR TO FURNITURE SALES GUM AND A BILLIARD TABLE FOR CHRISTMAS 

This inviting room, designed by Elsie De Wolfe for S. Kar- The Brunswick-Balke-Collender Co., Chicago, will show a box of Wrigley’s gum 
pen & Bros., Chicago, is being circulated among the company’s in one of its fall advertisements, while Wrigley will reciprocate by using a billiard table 
dealers in turn. It is a knock-down affair which may be quickly in a piece of its copy. C. L. Ellison, Brunswick advertising manager, conceived the 
assembled. reciprocal idea. 
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